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Zhe Courts Decree 


“People read the advertise- 
ments in the newspapers, there’s 
no denying that, and an adver- 
tisement should be framed in 
such a way as to attract buyers. 
Unless it has this essential it is 


” 








worthless. 
The Vice-Chancellor of New Jersey 
spoke truly when he said this recently 
in a decision involving legal adver- 
tising. 


There is one more essential : 
CIRCULATION. 


Mr. William Dreydoppel, the Philadel- 
phia Soap Manufacturer, wrote“ The 
Philadelphia Record” under date of 
September 3, 1900: 


“Ten times better than 
the best. During the last month 


Ihave received hundreds of re- 
quests in answer to my advertising 


| | | TT] in THE PHILADELPHIA RECORD. 
| They number ten times more than 


the next best paper I advertise in.” 























Daily over 192,000, 25c. a lime. 
Sunday over 155,000, 20c. a line. 


All agate classified advertising 15c. a line, 


The Philadelphia 
ne GORW 


PHILADELIPHIA'S BY FAR GREATEST CIRCULATION, 


{Write for our handy agate celluloid type measure. ] 
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Our Northwestern 9 
W 
. Cities... ¥ 
W 
INNEAPOLIS, St. Paul and Duluth WY 
are to-day the greatest cities of the \ 
great Northwest and are: thriving 
Yj 
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SEE 








examples of American enterprise. W 

With a population in the aggregate of 450,000 W 
and a bright, go-ahead class of citizens the im- y 
portance of being represented there is manifest W 
to discerning advertisers. We 





' We control the privileges b 4 
ep eges W 


Average in all cars of the three cities, W 
Dally and the combined systems vy 
Traftio in are among the best equipped W 
Minneapolis and managed roads in Amer- W 
ane ica. The lines in the twin W 
St. Paul, W 


cities practically cover every W 
point of travel, the inter- (i 


urban lines now having a W 


129,512. 








monopoly of passenger traffic between each city. W 
In Duluth there is also a large daily traffic, the Wy 
cars rnnning to all points of interest and travel. v 
W 

W 

‘ W 

Geo. Kissam & Co., ° 

460 TEMPLE COURT, MINNEAPOLIS. w 
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PARIS EXPOSITION 
THOUGHTS. 
By Charles T. Blair. 

“A gigantic advertising enter- 
prise’ would properly describe 
the Exposition. Every sign and 
every exhibit was a form of pub- 
licity. If the Exposition had been 
the success anticipated “space” 
would have been very low-priced 


even at the exorbitant prices 
charged. As it was, the attend- 
ance was far from record-break- 


ing, viewed from an American 
standpoint, and I much fear that 


the ambitious efforts of the ex- 
hibitors will count for little. 
“Results” will be sadly lacking 


in the balance sheets. 

\ homely example of this was 
the “kiosque,” or refreshment 
stand of a French concern which 


cured hams. It was opened as 
an advertisement for the several 
lines manufactured, and_ the 


booth was of course rich with 
mimic hams, empty cans of 
pickled tongues and the like. The 
location, the Champ de Mars. 
was as good as could Le had, and 
the low prices asked for the 
luncheon certainly were tempting 
by comparison with the high 
priced competition in the field. 
The ground rent for that place, 


it was not more than fifteen feet 
square, was $6,600. The cost of 
maintenance and building was 
another $3,000. Business was 
very poor, and the number of 
people who visited the stand was 
very small. Think what a_ nice 


lot of newspaper ads could have, 
been had for that ten thousand! 
The trouble with the concerns 
over there was not that’ they did 
not advertise. They merely used 


the wrong sort of publicity. It 
is my humble opinion, 

The “Broadway Chambers,” at 
the intersection of the streets in 


corporated in the name, wasthere 
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in all styles. A_ brass, silver- 
plated model of the framework 
cost $7,000. The entire structure 
was shown in plaster, and each 
and every part was reproduced, 
from a section of the iron an- 
chors to an electric bell. Every 
concern which contributed to the 
building also sent their quota to 
the Exposition. The whole thing 
cost $30,000, of which the George 
A. Fuller Company, builders, of 
New York, spent, one-half. I 
could scarcely see that sum as an 
ad, asked Mr. Robert L. 
Fuller. the representative, what 
the concern hoped to gain by 
coming to Paris. He assured 
me that they expected to convert 
the Old World to the sky-scrap- 
ers of the New. 

The United States Government 
wanted to demonstrate practical- 
ly how cheap and wholesome is 
a diet of maize. Nine cereal com- 


so | 


panies contributed the material, 
and Uncle Sam nut up a kitchen 
in the annex to the Agricultural 
Building. This was a very good 
idea, spoiled by misdirected 
economy. The force of cooks 
and waiters were too busy to 
“bother” handing out literature, 


and I must confess that I did not 
know exactly to which concerns 
I was indebted for the very palat- 
able lunch served. Two clerks. 
at a dollar each per day (you can 
get linguists for that), would 
have shown different results 
Chocolat Menier, made famous 
by its quality and the picture of 
the little girl writing on the wall. 


had a diorama showing full-size 
living reproductions of parts of 
their factory. The section was 
reached through the _ plaster 


waves, upon which floats the for 
wardsection of a medizvyal vessel. 
It was an imposing — affair 
Champagne concerns to the num 

combined in a 


ber of thirty-one : 
“Champagne Palace,” Cham 
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pagne Mercier had a captive bal- 
loon at the Vincennes annex bear 
ing its name. They tried to get 
some of their money back by 
charging people to make the as- 
cension. It was an_ elaborated 
edition of the old country-fair 
idea, at which generally the local 
merchant of the most enterprise 


paid $25 for his name on the 
aerial machine. 

The American Advertisers’ As- 
sociation had a “dead” exhibit. 
Nothing to sell, and when I 
reached the Exposition nobody 


to sell it. The walls and ceilings 
here and there were covered with 
examples of the posters and 
window sheets used by members 
of the association. 

A model of the Baldwin Piano 
people’s factory was an ingenious 
affair, and ¢ost about $5,000 
Over four hundred miniature 
men were to be seen, and every 
part of a piano and the machines 
for making same were exact to 
the scale of I to 24. Models 
abounded at the Exposition, and 
it struck me that the money in- 
vested could be made much more 
productive of results. My opin- 
ion is that a series of good photo- 
graphs of a factory would con- 
vince a man much quicker than 
a dozen models. The latter, no 
doubt, would interest children. 
The question is open to argument. 


Spaces for advertising were 
few and far between. The 
“Moving Platform” has some 


boards which seem to be monop 
olized by theaters in Paris. The 
New York Times’ and Herald's 
Paris editions carry a good deal 
of American advertising. On 


LIKELY & 


the boat landings you could 


the Remington Typewriter « 
ploited and every piece of n 
chinery seemed to be lubricated 


with Vacuum Oil. 

Individual exhibits that were 
especially noteworthy were those 
of Heinz, pickles and otl 
sorts; theAmerican Bicycle C 
pany’s Building at the Vincennes 
annex, McCormick Harvesting 
Machines, and the B ilding of Lu 
(Lefevre Utile), the French 
cousins of the Uneedas. 

Summing up the whole show 
ing, I cannot see where the Unit 
ed States upheld their reputation 
for best advertising, which is 
another way of saying that the 
Yankee exhibits were inferior. | 
am sorry to say that I could men 
tion dozens of better showings in 
the foreign sections. This criti 
cism is from the standpoint of 
attractiveness. 


50 


A MAN OF NERVE. 


Fort Dodge can boast of a man with 
the most remarkable nerve on record 
and he is secretary of the street tair 
association. He sends us two columns 
of reading notices for publication and 
ventures the assurance that the fair 


management will appreciate the favor 
if we publish them free. This gentle 
man ought to be at the head of the ad 











vertising department of some patent 
nerve tonic house. He could write a 
remarkable testimonial, something like 
this: ‘* Five years ago took your 
nerve tonic and haven't had to take 
any since.” Vebster City (lowa) 


Daily Freeman-Tribune. 
or 

THE PUBLIC MEMORY. 

The buying public forgets very quic 
ly. This is the reason that a small 
constantly appearing is often time better 
than a large ad which is given only oc 
casional insertion.—Pacific Coast Ad- 
vertising. 





WILLIAMS, 


REAL ESTATE, 
927 LAW BUILDING, 


THE INDIANAPOLIS PREss, CIry. 


INDIANAPOLIS, September 12, 19 


DEAR Sirs :—We desire to cheerfully bear witness to the great efficiency 


of THE INDIANAPOLIS PREss as an advertising medium. 


We use exclusively 


the “ Want” columns of newspapers, and the returns we receive and the re 
sults obtained from advertisements in THE PRESS are most gratifying and 


highly satisfactory. 


Having some knowledge of the newspaper business, wt 


pronounce the great success of ‘THe INDIANAPOLIS PREss, in the amount of 


advertisements it carries, and its circulation, as phenomenal. 


Very respectfully, 


LIKELY & WILLIAMS. 
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GETTING TESTIMONIALS. 
By Sam E., 


Getting testimonials regarding 
the merits of toilet preparations, 
patent medicines and articles of 
merchandise is an established busi- 
ness in New York City. At least 
a dozen individuals and firms are 
engaged in this work. 

\ man writes or buys formulas 
for a balm to soften the skin, for 
a tonic to restore color and pro- 
mote the growth of the hair. He 
opens a laboratory and begins to 
make, bottle, label and prepare his 
goods for sale. He must have 
catalogues, circulars and matter 
for newspaper and magazine ad- 
vertisements. Before he can is- 
sue such advertis:ng he must have 
data. He knows how good his 
preparations are, what they will do 
and all about them, but the public 
has no knowledge of their merits. 

He sends_ for a_ professional 
Testimonial Getter. He states his 
case. He has two articles that ex- 
cel Ayer’s, Yale’s, The Imperial, 
or any other similar goods ever 
sold. He wishes twenty-five testi- 
monials for the face balsam and 
twenty-five for the hair tonic. He 
would like them from people of 
national reputations. He is will- 
ing to pay a fair price. What 
will the Testimonial Gettercharge? 

‘T'll give you an estimate with- 
in two days,” says the T. 

The T. G. goes to his office and 
gets out all of h’s letter files con- 
taining correspondence with peo- 
ple who have given testimonials 
for other goods. 

He makes a note of each name 
he believes would be accepted by 
his customer. He figures that if 
fifty testimonials are wanted he 
must submit a list of about 200 
names. Finally he has 200 picked 
out. He arranges them—if it be a 
face bleach, etc.—starting off with 
Lillian Russell, Emma Eames, 
Mme. Calve, Della Fox. But if 
for an article that appeals to men, 
heputs at thehead of the list names 
of the best known, ministers, con- 
gressmen, ex-congressmen gov- 
ernors, ex-governors, mayors, ex- 
mayors. Within two days he pre- 
sents to his customer a _ neatly 
typewritten list. The customer 
goes over it and checks each name 


Whitmire, 


from which he would accept a 
testimonial. He sifts the 200 
names down to about 150. Then 
he asks the T. G. to name his price. 
It ranges from $5 to $50 per testi- 
monial. The price is agreed upon, 
and the man who makes the goods 
prepares 150 specimen packages 
and delivers them at the office of 
the T. G. The T. G. in the mean- 
time thinks out a nice soft-soapy 
letter, telling Mrs. So-and-so that 
Mr. Smith has begun the manu- 
facture of such-and-such a remedy, 
and that it far outclasses anything 
of the kind ever before put on the 
market. Mr. Smith is to get up 
some very handsome catalogues, 
circulars etc., which he will have 
printed in lots of 1,000,000. He 
will also use the highest class 
magazines and newspapers in ad- 
vertising his goods. Only the very 
best people in the various walks 
of life have been favored with 
sample packages, and testimonials 
will only be used from people of 
national reputations. It will be a 
real honor to get into Mr. Smith’s 
advertising with a testimonial. It 
will be clean and high-class. 

The T.G. offers no remuneration 
except the publicity that the giver 
of a testimonial would get. 

One of these letters is sent in a 
plain, sealed envelope to each of 
the 150 addresses. By express the 
same day goes a package of the 
goods. 

A week passes. 

The T. G. writes letter No. 2, 
in which he modestly asks if No. 1 
was received. If so, he trusts that 
the preparation is being used and 
that it is giving satisfactory re- 
sults, as is the case with several 
well-known people he has just 
heard from. A second package is 
offered in case the first pleased so 
another is desired. 

Another week passes. 

Letter No. 3 is sent out. It states 
that, with very few exceptions, the 
the persons who receive the goods 
have written, testifying most highly 
as to the real merit, and that the 
catalogue is about ready to go to 
press and that a line from “you” 
would be more than appreciated. 

A few good strong testimonials 
usually follow No. 3. Letters from 
people who decline to use the goods 
usually come in about this time. As 
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fast as the first half dozen or 
estimonials come in they are pho- 
tographed and plates are made. 
From these neat circulars are print- 
ed on the finest calendered paper. 

And another week passes. 

Letter No. 4 is sent out contain- 
ing the printed sample testimonials. 
This inspires a whole lot of confi- 
dence in people who have been 
wondering whether or not any one 
had really recommended the goods. 
“You are one of the very few we 
are now waiting to hear from” isa 
pet phrase usually found in No. 4. 
As a rule this letter brings good re- 
sults, and in a few days the T. G. 
has in hand the fifty testimonials 
his order calls for. He delivers 
them and receives a check. 

So it will be seen that the human 
desire to get into print appears to 
be the key to the testimonial busi- 
ness.—A dvisor. 


so 





PERSONALITY OF PRINTING. 

Printed matter has a personality just 
as much as human be ngs. If you have 
a business which is successful and pros- 
perous and important do not allow your 
printed matter to malign and misrepre- 
sent your goods. Good printing is worth 
all it costs.—Current Advertising. 


AWAY 
« 

scheme 
trying 
service to 
said a_ general 
‘but it has 
for me. I 


WATERsELONS 
that I tried last y« 
this year would 
merchants in some 

dealer from 
proveu a s 
own a farm on 


GIVES 
‘ The 
and am 
of little 
States,” 
Missouri, 
cessful one 


the outskirts of our town on which 
I grow a good quality of large, juicy 
melons. In the rear of my store [| 
have an artesian well, and have c 

structed a large wooden water-tight 
box, into which the cold water is 
allowed to run. I can keep a hundred 
melons here ice cold on the hottest 
day of the year. With every dollar's 


worth of merchandise purchased I give 


away, during the season a big wat 

melon that would retail at from 10 to 
15 cents. The cost to me is small, 
and during the time I give away the 
melons, generally the quietest of the 
whole year, my trade noticeably in 
creases. A number of town people 
who are staid credit customers of 
other dealers in the village will come 
around for one of those watermelons 


and buy really more than they need in 


order to get it. have come to 
the conclusion that a premium that 
appeals to a person’s stomach is a 
better proposition than the time-worn 
custom of giv ing away ail kinds of 


cheap bric-a-brac.’ 








Ir often pays to advertise to give 
away an article in order to secure a 
thorough trial and get it introduced 
into a community. 

















OVER-ATE 


JOHNSONS 
DIGESTIVE 
TABLETS 


CURED HIM 
IMMEDIATELY. 


HE 


BUT 








THE ANNOUNCEMENTS OF THESE ‘TABLETS ”’ 


HAVE A CERTAIN INDIVIDUALITY OF THEI! 


WN. 
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Des Moines 


Daily News 


Guarantees a larger paid 
circulation than all the 
other Des Moines dailies 


combined. 
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SHOE TALK. 





James S. Coward, originator of 
the ‘‘Good Sense Shoe,’’ 268-272 
Greenwich street, New York, has 
built up a large mail order busi- 
ness. He is advertising in sixty- 
seven different publications. He 
is said to claim that the feature of 
his success is that he gives good 

value, therefore those who patro- 
nize him once not _ ly buy again, 
but talk to their friends about the 
satisfaction experienced wearing 
the Coward “Good Sense” shoes. 
As an auxiliary to his newspaper 
and magazine advertising Mr. 
Coward sends out by mail a neat, 
well written bool:let of thirty-two 


pages, copiously illustrated with 
half-tones. Here are a “ew ex- 
tracts : 


The Good Sense Shoe is just the kind 
of shoe you would naturally expect from 
its name—more so. 

It isn’t a fad, it isn’t a tashion. It 
isn’t just a trade- mark or merely a name 
to look well in the back of a magazine. 

Some thirty yea.s ago a sh.e manu- 
facturer, having acquired thorough scien- 
tific knowledge of the human foot; hav- 
ing also many years’ practical experi- 
ence in the construction of every part 
of every kind of shoe, out of every kind 
of leather, set himself to work on gen- 
eral principles to devise a human shoe— 

Better than anything that had gone 
before it, 

As good as anything that could ever 
possibly come after it, 

A shoe that should be automatically, 
physiologically, hygienically, economic- 
ally and aesthetically correct: 

A shoe that should protect the feet, 
preserve their shape, offer the greatest 
wear-resistance, and be sold on a close 
margin at a moderate price. 

He didn’t do it in a week, or a month, 
or a year, or until after many mistakes 
and many failures—but he did it finally 
—and that is the Coward Good Sense 
Shoe! 

The name is ours; the lasts are ours. 
We sell no shoes at wholesale—have no 
branches, no agencies. If you want the 
Coward Good Sense Shoe—as most per- 
sons do who know about it—you will 
have to come or send here for it. 


The little booklet fairly bristles 


with sound logic about the feet 
and footwear, as for instance: 
The foot with a bunion was very 


much like other feet before the bunion 
grew. It needs a shoe having more 
room in certain points, but in others no 
extra room is required. It has been im- 
possible to obtain a satisfactory nt in a 
ready-made shoe. The nearest approach 
to it was obtained by buying ashoe which 
was two or three sizes too long or too 


wide, in order to give the room. Such 
a shoe felt easy when first worn, but 
after a time it began to hurt—why? 


Because it was much too large in instep 
and heel, and allowed the foot to crowd 
forward in the shoe, cramping and other 
wise hurting the toe and joints already 
tender and inflar _ 


DAILY NEWSP. "APERS. “FOR NA 
TIVES OF INDIA. 
The Indian Mirror is the oldest es 


tablished purely Indian daily newspaper 
conducted in English in all India. 
Next in point of age comes the Hindu 
of Madras, and the Hindu is the oldest 
Indian daily of Madras. Bombay has 
no such daily paper, yet, though it was 
Mr. Malabari’s fond dream at one 
time, and is one of the large reserved 
projects of Mr. Tata. For many years 
the Indian Mirror was the only purely 
Indian daily newspaper in Calcutta, 
and it was thought there was little room 
for another such venture. But the 
Age of Consent Bill came, Hindus were 
divided among themselves, and the op 
portunity to minister to a certain section 


of the local Hindu community was 
sought and found, when the Amrita 
Bazar Patrika was also converted into a 
daily. The Hindu Patriot, too, was 
next converted from a weekly to a daily 
journal. Next came the turn of the 
Power and the National Guardian, once 
two weeklies, to be united into the 
daily Power and Guardian. Lastly, 


the weekly Bengalee became a daily a 
few months ago. It is not our purpose 
to compare the merits of these five 
purely Indian dailies, conducted in En 
glish. There existence shows that there 
is more intellectual life and a larger 
circle of Indian readers of newspapers 
in Bengal than in the sister presiden 
cies.--Indian Mirror (quoted in Nation 
al Advertiser). 


= ae ateal 
STRAIGHT-SPOKEN ADVERTIS- 
ING 


WANTED stenograph- 


years old > 


Position as 
er; I am a woman 42 
turn out clean, perfect work; 19 
years’ experience ; homely, but healthy 
and neat, honest and know business 
when I see it; salary to start thirty 
per week at least; I can help to 
make the fortune of any overworked 
business man with brains, and _ will 
do it for wages. Sarah Ann Mosher, 
box 242 Leader _ office.—Cleveland 
Leader. 


———_-- + 


A Good Tooth 


Brush 


Our 26-cent tooth brush fs as gooda 
one as you would require. It is nota 
7-cent brush marked down to 25 
Cents—jts a 26-cent one, and worth 
every penny of the 25 we ask. 

It has our guarantee—that if brist- 

1 Ips come ‘out you can have a new 
brush free, 

West’s Tooth Powder—20 cents, Ilsa 
good thing to go with it. 


ou 


A GRAND RAPIDS (MICH.) EFFORT. 








CUT RATE DRUGS 


8 CANALST. 
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In the State of Wisconsin the 


(Milwaukee) 


EVENING WISCONSIN 


easily takes first position as a 
newspaper and an advertising 
medium. It leads all other 
daily papers in circulation as 
well as in character and quality 


of circulation. 


BEST OF ALL IT PAYS ADVERTISERS 
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MEXICO’'S _HE. ARST. 





Alfrido N. hinsite city editor of 
the Mexican newspapers /:l /m- 
parcial and E:] Mundo, was in New 


York this week en route for Paris. 
In the course of an interview on 
Mexican journalism, he said: 


“Journalism in the Mexican Re- 
public has made tremendous 
strides in the past fourteen years. 
Previous to 1886 the few news- 
papers in that country were purely 


political. The founding of El 
Universal in that year by Rafael 
Reyes Spindola marked a new 
epoch in journalism. The paper 
was sold in 1892 to Mr. Ramon 
Prida y Arteaga for $115,000. In 
1897 Mr. Spindola came to New 
York for the purpose of studying 
the newspapers of this country. He 
also went to Chicago and other 


large cities and carefully examined 
the plants of the bie papers. 
“After a careful investigation 
he founded El Jmparcial and El 
Mundo, which are now unques 
t onably the leading newspapers in 
Mexico. They are looked upon 
as semi-official organs. All of the 
machinery of those dailies is mod- 
eled after that of the New York 
papers. One hundred thousand 
copies per day of these representa 
tive Mexican newspapers are 
printed. The chief editors are 
Dr. Constancio Pena Idaquez and 
Congressman Carlos Diaz Dufoo. 
I am the secretario de redaccion, 
which corresponds to your city 
editor. Some of the best writers 
in Mexico are employed on the 
staff. The expenses of running 
the two papers are $9,000 a week. 
“There are seventeen other dai 





ies in the City of Mexico, but the 
circulation of all of them put 
ge niet does not equal that of 
/mpare ial. 

‘Mr. Spindola has just co 
pleted a new building for 


newspapers which is said to be on 


of the handsomest structures 
the City of Mexico. It is situated 
in the heart of the business s« 
tion and will be dedicated on Sep 
tember 15. Its cost was $300,000 
“Besides El Jmparcial and El 
Vundo, Mr. Spinola runs a 
weekly paper for women called 
Vundo Ill..strado and the Com 
These papers contain as fine en 


found in 

















gravings and cuts as are 
the high-class magazines in this 
country. El Aundo Tllustrad 
once published a picture of Pri 
dent McKinley. It was so well 
done that the President wrote 
the paper, saying that he con 
ered it one of the best pictures of 
himself ever published in a news 
paper.”’—Fourth Estate 
[ENT. 
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A SECRET OF THE SANCTUM 
Visitor e in the world d 1 
get all the cals in your paper? 
Editor—Oh, from local manufact r 
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The Geo. P. Rowell ¥ 
Advertising Agency 





Keeps on file the Leading Da ( 
Weekly Papers and Monthly Maga 

zines; is authorized to R " Me) 
Forward Adve met at the me ¢ 
rate demanded by the publishers, and tS) 
sat all tim idy to exhibit copies & 
ind quote prices te) 
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B. T. BABBITT. 

To advertisers a certain interest 
attaches to the personality of B. 
T. Babbitt, in view of the fact that 
his factory, now owned by his 





indsons, has recently become an 
xtensive general advertiser. The 
following sketch .s taken from the 
New York Mail and Express of 


\ugust 2Is 


o 
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the intention of g 
for the establishment of his 
found the Island could not 





T x the civil w 
for an iron clad which 





the government government 
would not entertain the proposition, and 
ex] enced skippers ridiculed the ih 





tor his assurance in gesting a 
el propelled by steam without aux 
sail power Another vessel pro 
by Mr. Babbitt was to be pro 
d by a stream of water running in 











at the bow to a turbine wheel which 


forced at the stern. These ideas, 
origin Mr. Babbitt, and ridiculed 
it the have been to a large extent 





le 
adopted. Mr. Babbitt also 
gave much attention to experimenting 
with canal craft, and all but completed 
at the time of his death the first steam 
canal boat which made no wash, and 
lis original boat is now in use on the 








Mr. Babbitt took out several 

patents, probably not one-half 
f his inventions were patented, and 
were patented by others 

m for advice and sug- 
sabbitt really contributing 
he invention, and willingly 
inventors to reap the fi- 
1 especially did he aid 
ith money as well as 

Perhaps Mr. Bab 

int invention—and this 
took pains to patent 
of the air chamber 

to-day is applied to 
and without 
of water is 























Way back in the thirties Mr. Babbitt 
1 uently to travel on one 
f the earliest railroads, now part of the 
‘entral system, and usually 
engineer. He noticed 
juently necessary to slow 
upon inguiry the engineer 
A impossible to force the 

r while running at 
Babbitt told the engi- 
tell him of a way to 
the boiler without slow- 
bv following his sugges- 
run his engine better, 
please the company and get higher 
wages Mr. Babbitt then explained to 
the engineer how to ma such a con 
copper plates, and where 
apy ton the pump. The 

was soon applied to all the 
the road It is probable that 
en men in the world to-day 







































€ re that Mr. Babbitt invented the 
cl ber on | ps. 
It be it g to some to know 
that the machine was made 
de hi vision t his machine 
ss at Falls, although he was 
t the r of it 
He it a successful method of 
sting cannon so as to avoid unequal 
contr ion of the iron in cooling. He 
invented the method of supplying hot 
air drafts to boilers. This was applied 


with success at his own expense to an 
experimental engine on the then Mid 
land Railroad of New York, and to boil 
own factory. He was unable 











to give time necessary for the com 
merc lopment of all these lines 
of inv but limited them to the 
1 th uld be made of them in his 
own soap factory 


~o 
ENVELOPES MAKE OR MAR. 

Use envelopes exactly like those used in 

your regular correspondence to send out circu- 


etc., then you'll reach the person ad- 


jressed in the regular mail Odd-sized en- 
velopes are usually delivered with the newspa- 
per and package mail, and rarely even reach 
the inside office, —Advertising World. 
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DIRECT AND INDIRECT. 
We hear much lately about 
keeping records about inquiries 


and sales, etc., from advertising. 
There probably is something of 
value in this to ascertain the rela 
tive value of mediums, and I 
have always encouraged it with 
our customers because I appreci- 
ated that its general tendency 
would be establishing the actual 


1s 


superior value to advertisers of 
good mediums over poor ones. 
But the results of figuring inquir- 
ies and sales at so much cost 
each for any one season's adver 
tising is often misleading and 


damaging, because it may be dis- 
couraging. The new advertiser 
cannot justly estimate the value 
of inquiries or new customers by 


profits of first sales. Nor can 
the old advertiser, whose goods 
are generally in the hands of 
dealers throughout the country, 
obtain any definite evidence of 
the good the advertising is doing 
him by the inquiries or direct 
sales he gets from it. It is the 


general prosperitv or increase of 
the business in the localities 
where the mediums used circu- 
late that the judicious advertiser 
looks to for justification of his 


expenditure. The new advertiser 
who has business courage and 
foresight does not demand _ that 


his advertising expenciture shall 
be covered by profits on direct 
business the first year. As strik- 
ing illustration of this, the Law 
rence-Williams Company own 
the proprietary remedy. Gom- 
bault’s Caustic Balsam. We have 
for twenty-one years past ex- 
pended from ten to thirty thou 
sand dollars each year in adver 


tising it exclusively in agricult 
ural and live-stock journals. All 
of our advertisements end by 


stating price per bottle, and that 
it is sent, charges prepaid, by ex 
press on receipt of price, and re- 
quest all to send for circulars and 


testimonials. A very careful rec 
ord is kept of all inquiries and 
sales that we receive from each 
medium we use. At the end of 


the year 18o9 I asked our secre 
tary for statement of cost of in- 
quiries and sales, and found that 
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each inquirv for the year cost us 
$9.16, and each direct sale of a 
$1.50 bottle cost us $18.38. I 
further ascertained that our ag 
gregate business for the year ha 
increased over twenty-five per 
cent, and I at once expressed sat 
isfaction and recommended an in 
crease of advertising expenditur 
for this year. Of course ou 
goods are in the hands of every 
druggist in the country, where wi 
have been doing advertising, and 
the real benefits of our advertis 
ing came to us indirectly throug! 


the druggists, and such is th 
case with many old advertisers 
who have their goods in th: 
hands of dealers generally, th 
benefits come indirectly through 
the dealers’ sales, but this in n 
way diminishes the value of thi 
advertising. We also find that 
the mediums that we have used 
continuously bring us much less 
inquiries, in proportion to cost 
than new mediums, for the very 
reason that prospective custom 


ers can find all about our good 
of every local druggist in terri 
tory where old used mediums 
circulate. Still we estimate the 
mediums that we have used _ the 
longest of most value to us, in 
proportion to cost, as our increas 


of sales is largest in old terri 
tory. —M. J. Lawrence, in Agri 
cultural Advertising. 
ae 
WANT AD ILLUSTRATED. 
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SUMMER BOARDERS 
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THE ROYAL ROAD. 


Under the foregoing title the 
Royal Trust Company - Bank of 
Chicago issues a dainty booklet 
said to contain “a few sugges- 
ions regarding the possibilities 
of finding a short cut to wealth.” 
Feople reading ‘%t will discern 
that the “long but sure way” is 
advocated; but that makes it 
none the interesting. Each 
numbered division in the follow 
ing reproduction represents a 
page in the booklet: 

I 
men always expecting to 
rise by means of a “pull;” but while 
they looking around for somebody 
to pull them up, the man on the road 


less 


Some are 


are 


is plodding steadily onward and gen 
erally reaches the top while the other 
man is still hunting for the pull. 


When you start to do a thing depend 


on your own efforts and bunch them 
all on the work in hand. 
Il. 
Some men no sooner make a_ few 
dollars profit in their own business 
than they want to grow rich quick by 


investing their profit, through a pro 
moter, in the stock of some big 
ness that they know nothing 
They often grow wiser later. 
Keep your own money in your 
business or sell out and follow 


busi 
about. 


own 
your 
money. 
III 

men think that 
pends upon the amount of 
make. It certainly is something of a 
science to make money, but it is more 
of a science to hold it. A man should 
be willing to work hard to make money 
but should work a great deal harder 
to avoid It’s the losses that 
cause failures 

It's an achievement to 
Kop by storm, but it’s 


hold it. 


Some success «ke 


money they 


losses 


take 


a greater 


Spion 
one to 


IV. 

short cut to 
Ninety-nine 
who start 


hunt for a 
speculation. 
out of every hundred men 
out on this trail are either led over a 
precipice or into a quagmire by that 
ignis fatuus, “a sure thing.” 

Stick to the main road It’s a little 
winding sometimes and dustv, and may 


some men 
fortune in 


not always be picturesque; but you 
can’t get lost on it, and there is no 
danger of stepping off the end. 
Honest work is the only “sure 
thing.” 
V 


Some men never travel further than 
around the first bend in the road be 
they want to try some other road. 
time and effort they spend in 
climbing fences and wading creeks be- 
tween roads would take them to the 
end of the road, while they are still 
afield. 

You fast by moving 


can’t advance 
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crossways. Find want 


out what 
to do and then i 


stick to it. 

VI. 

for fortune in social 
clubs and secret orders. They expect 
their growing acquaintance to lift 
them up, as the incoming tide lifts the 


you 


Some men look 


fisherman’s boat off the sandbar. But 
they generally spend so much time 
and money on their club and _ society 


affairs that their business suffers more 


from want of proper attention than 
they gain outside. 

Very few men have ever learned 
how to ride two horses at once. 

VII. 

Some men no sooner find a _ profit 
able market for the limited output of 
their little shop than they want to form 


a company with large capital and ca 
pacity, and send out traveling men in 
to every State at once. To expand 
their business each year with the last 
year’s profit is too slow. They hate 
climbing; they want to fly. 
Steady growth means 


strength, in 
business as in nature 


The sturdy oak 


grows by adding one concentric ring 
to its trunk each year. 
VIII. 
Where Is the Royal Road Anyway? 
You can tell it by its way-stations: 


Honesty, 
Purpose, 


Decision, 
Industry, 


Concentration of 
Economy, Common 


Sense. The end _ station is Success: 
In the daytime you can see its big 
gilded dome, and night its big re 
volving light. Push ahead; never look 
backward; follow the way-stations and 
you'll get there—over the Royal Road 
the Royal Trust Company-Bank will 


be glad to help you. 

In a booklet called ** The Royal 
Reminder,” a companion brochure 
to “The Royal Road,” the follow- 
ing epigrams in regard to a sav- 
ngs bank account are given 
lace among other perhaps equal 
y cogent statements : 

The prompt payer 
est prices, and the 
bank book can 
payer, 

There is something substantial about 
a man who has money in the bank at 
interest; he has a feeling of security 
and independence which has to be felt 
to be understood. 

If more people knew how the first 
two or three entries in a savings bank 
book help and stimulate the owner to 
make additions, until the habit of regu- 
lar saving becomes a thing of pleasure 
as well of prudence, less people would 
be caught out in the wet when the tn- 
evitable “rainy day” comes. 

Public charity would be reduced to 
a minimum if every man learned the 
lesson that you have to save while you 
are earning if you want to spend when 
you are not earning. poe 

The matter of living within your in 


the low 
savings 


prompt 


can get 
holder of a 
always be a 


come, and laying by something at in 
terest for the future, is a matter of 
common sense and backbone. If you 
have common sense enough you will 
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see the point of providing for the rich and_ kind-hearted father-in-law; 
future while you are able, and not but you should reflect that “one swal 
leaving this provision to the uncertain low does not make a spring’’—there« 
outcome of your future business. You may be some late frosts. 


can do this if you have backbone One of the most useful and difficult 
enough; and if you haven’t then the lessons to learn is to always keep you 
man who has gets your money. balance. Nothing steadies a man bet 


An increasing savings bank account ter than a savings account growing by 
is an increasing margin of protection regular weekly deposits and semi-an 


against any decline in your fortunes. nual interest. 
The man with the savings book is re- —— ———— 
ceiving interest and naturally feels RATES. 
more comfortable and independent The highest rate that can profitably 


than the man who has to pay interest. be paid under ordinary conditions in 

The savings depositor is a great fac- mediums of general circulation seems to 
tor in the development of a country, be about one-half a cent per line per 
for it is his money that the banker thousand of circulation. If the prestige 
loans out to build homes, factories, of the journal is very high, possibly a 
railroads, water-works and other im- trifle more can be paid, but the average 
provements. is below, rather than above, a half cent. 

If you happen to make a good fee or In daily papers the price seems to be 
commission, or obtain a raise in your much less than this, the average being 
wages or salary, it isn’t necessary to from one-tenth to one-sixth of a cent 


go right out and buy a horse and —Advertising Experience. 

buggy; or if you happen to have had a +> 

successful year in business, vou needn't A NECESSARY ABILITY. 

put all your profits into a big house. The ability to say no is more valuable 


Such a course may do for a man who to an advertiser than the ability to read 
is willing to trust to luck, or has a Latin.—Boyce’s Hustler. 





You Don’t Know Why You Like It 


Only You Find It 


“So Good to Eat.” 


Satisfies Hunger, 
Pleases the Palate, 
Stays by you till the next meal, 
The good food that’s ready cooked. 


Just Eat It. 


Add Cream If You Like. 


15 Cents a Package, at Grocers. 
PREPARED BY THE 


KALAMAZOO PURE FOOD CO., Kalamazoo, Mich. 





DAINTY, 
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TRADE-MARK AND EXPRES- 
SION CONTEST. 
By Sam E. Whitmire. 
Newspaper publishers are ap- 
proached from time to time by ad- 
vertising men with plans for in- 
creasing business. Occasionally 
a really good plan turns up and 
proves the means of bringing in 


considerable business. Such is 
the plan now being worked in 
connection with reliable news- 


papers by Mr. W. D. Ham, a 
Southern advertising man. 


Mr. Ham goes to the publisher 


of a newspaper and unfolds his 
method and arranges to use so 
many pages of space. Then he 
starts out to get business to fil! 


this space. He charges the adver- 
tiser double the newspaper's local 
rate—one-half for the paper and 
the other half for himself and his 
solicitors. After making his deal 
with the publisher of the Atlanta 
Journal he had a few dozen dum- 
mies printed the size of the page 
of the newspaper. These were 
blocked off in spaces, some 100 
lines and some 50 lines. Then 
solicitors were put to work tell- 
ing the advertisers of Atlanta of 
the Journal's great “Trade-mark 
and expression contest,” and se- 
curing orders for ads to fill the 
spaces in the dummies. Each ad 
was made up of questions about 
the business without using the 
given name, leaving the reader to 
decide whose notice it was by 
trade-mark, catch phrase, ques- 
tions asked, etc. A thorough can- 
vass of the city resulted in 82 con- 
tracts for space—several of them 
with people who had never before 
advertised in the Journal. These 
covered three and one-half 
pages of the newspaper’s space 
end for a suitable heading Mr. 
Ham wrote these lines whch were 
strongly displaved: 

of pleasant 
recreation—enter the Journal's 
mark and expression contest for one 
hundred dollars in cash prizes. The 
solution of manv of the advertisements 


ads 


profitable 
trade 


Evenings and 


is easy and will be interesting No 
puzzles to solve—only plain questions 
to answer. 


Then followed this explanation: 
“The follow:ng are advertise 
ments of Atlanta firms, the most 
af them well known. In most 
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cases the namcs of the advertisers 


do not appear in the advertise- 
ments, but instead will be found 
some motto or trade-mark or 
expression that the firm uses, or 
some other way of designing 
whose advertisement it is. The 
correct answer to these ad- 


vertisements will be published by 
us June 12, 1900, and in the mean- 
time every reader will be allowed 
to send in his or her solution, the 
one answering correctly the most 
questions in each advertisemnt to 
receive $50; the next ten nearest 
correct to receive $5 each— eleven 
prizes in all. Advertiser No. 12 
will give $5 to prize winner No. 
I, mak:ng first prize $55. It costs 
nothing to comnete, every reader 
of the Journal being allowed one 
solution. If no one is correct, the 
onesnearestcorrect will receive the 


prizes. If more than one correct 
solution is received the one first 
presented at this office will be 


awarded the prizes. Each answer 
will be numbered, timed and dated 
as received.” 

The object of the contest is to 
carry people to the places of busi 
of the advertisers, that 
they will buy goods, ask questions 
and become familiar with what is 
being sold. The questions are so 
worded and it is necessary to visit 
each place of business advertised 
to get some particular informa- 
tion needed for the answers. 

Mr. Ham had this notice print 
ed in the Journal the day the con- 
test started: 

Ladies and children who enter this 
contest may do so with the assurance 
that they will be accorded every court 
esy possible by those who are adver 
tisers. The manager of this contest 
has been very careful in making up 
the contest, and the most fastidious 
person or modest school girl in the 
city can visit any place advertised above 
to ask any question on the entire list. 

This appeared on June 2. The 
next day crowds of men, women 
and children were going from 
store to’ store buying goods and 
getting the answers to the ques- 
tions. This kept up for several 
days. In some of the stores the 
crowds were so great it became 
necessary to place the correct 
answers to the questions in front 
of the stores or in the show win- 
dows. During the days of the 


ness so 
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contest the eighty-two advertisers 
enjoyed a streak of business that 
did their hearts good. Of course 
all in search of answers did not buy 
goods, but thousands did. 
On the 12th of June, ten 
after the contest started, the 


GISsSese 
+ 
° 


days 
three 


1. A Photographer © 
is located at 


83; 


Whitehall St. 


Wag » his name? 

What discount Is he 
now M. on vmatgeregte 
and for what period 


o 
ct 
oy 
& 
G 
SSGIOC6o 


No. 34. 

‘Largest 

5c Loaf of 
Cream Bread 
In the City. 


1, What bakery uses 
above expression ? 

2. Where is it located? 

3. What special orders 
do they take? 

4. Name three kinds of 
bread they make. 

5, Name three kinds of 
cakes. 


and one-half pages of ads were 
again pr-nted in the Journal with 
all the correct answers. 

The publishers of Practical Ad- 
vertising, the Atlanta PRINTERS’ 
INK “baby,” were asked to award 
the prizes. They found that more 
than 22,000 people had gone to the 


PRINTE 
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trouble of writing out long lists 
of answers. Of this number near 
ly 8,000 had all of the answers 
correct, as the questions were 
comparatively easy. The matter re 
solved itself into giving the pre 
miums -to those who showed the 


No. 38. 
1. A Photographer is located 


83; 


Whitehall Street. 


What is nis name? Ans Tay- 
lor. 


2 What discount {s he now making, 
and for what period? Ans.—33 1-3 per cent! 


off on cabinets and larger for 15 days. 


No. 34. 


Largest 

5c Loaf of 
Cream Bread 
In the City. 


1. What bakery uses Above expression? 
Ans.—Schurr bakery. 

2. Where is it located? Ans.—No. 
Peachtree street. 
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3. What special ofdérs to they take? 
Ans.—For weddings and parties. 

4. Name three Kinds of bread they make, 
Ans.—Rye, cream, Beanna. 


6. Name three kinds of cakes. Ans.— 
Layer cakes, ‘lady locks and cream puffs. 


greatest enterprise in getting their 


answers in early. Each batch of 
answers bore a time stamp show 
ing the minute it was received at 
the Journal office; the prizes wer: 


awarded to those who were quick 
est, and all were satisfied. 


Of course, the questions asked 
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by each merchant were entirely 
different, but the idea of making 
a visit to the store necessary to 


get the answers was carried out in 
each of the eighty-two ads. As 
example, | show in this article two 
of the ads as they originally ap- 
peared, and then with the answers 
as printed at the close of the con- 
test. 

I talked 
merchants 
the contest. 


with a dozen Atlanta 
who bought space in 
They were more than 


pleased with results. They saic 
the contest more than doubled 
their sales for the ten days it was 


in progress; that it set more peo- 


ple to inquiring about ther busi- 
nesses than anythng they had 
ever before tried, it introduced 
them to many new customers and 


whole, it was a first-class 
proposition. 


+r 


on the 
advertising 


EVEN IN NEW YORK. 
The advertising business would be 
all right,” said the head of one of 


the 
pay 
they 
them 


bi& advertising companies, “ if 
you did business for would 
their bills in cash. You thought 
did, did you? Well, some of 
do, but a good many of them don’t, 
and then you get loaded up with truck 
that you have to dispose of at the best 
figures you can get. Can you think of 
anything more discouraging than get- 
ting down to your office in the morn- 
ing and so gen | a man who wants to 
pay his bill with soo pounds of his 
oo candy that ypu’ve_ spent 
your good money to advertise ? No, 
I guess you can’t. Well, in the last 
year I’ve had to take merchandise 
enough to stock a department store. 
‘ve had tons and 


tons of stuff. I’ve 
had 3 tons of candy alone. I’ve had 
groceries, dry goods, novelties, clothes 
and about everything you can _ think 
of. We laugh when we read in the 
country papers that wood and coal and 
fresh vegetables and the like will he 
taken in payment for subscrintions 


the 
people 





and advertising, but right here in 
New York City that sort of thing is 

going on, only on a larger scale, and 
’s no laughing matter, either 


it 
Wouldn’t it jar you? ”"—N. Y. Sun. 


+> 
THE WORLD’S NEWSPAPERS. 
The records show that 68 _ per 


cent of all the newspapers published in 


the world are in the Engiish language 
Of the more than fifty thousand news 
papers published the United States 
and Canada issue 21,000. ; Great Brit 
ain, 8,000 ; Germany, 6,000; France, 
4,200; Japan, 2,000; Italy, 1,500; 
Austro-Hungary, 1,200; Spain, 1,000; 
Austria, 800; Russia, 800; Greece, 
600; Switzerland, 450; Holland, 300 ; 
Belgium, 300, and other countries 


about 2,000.—Newspaper Maker. 
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DID NOT KNOW THEIR PUBLIC. 


A writer in the Rochester Post-cz- 
press tells a story of a firm of agricult- 
ural machinery makers which was 
anxious to extend its trade into Ger 


many. They were c terprising and lib- 
eral advertisers, and their first idea 
was to flood Germany with advertising 
pictures which would be hung up in 
stores and shop windows, and which 
could not fail to attract attention. The 


design, which was executed in the high 
style of color lithography, repre 
mowing machine driven by 
the Liberty in shining and 
polychromatic garments of scanty pro 
portions and drawn by a team of Bengal 
tigers. It was a brilliant placard. Any 
American country storekeeper would 
gladly have hung it up for its aecorative 


est 
sented a 
Goddess of 


value, and the average American farmer 
would have been greatly impressed by 
it, and would probably have understood 


its symbolism without any explanation. 


rhe net result of the effort to circulate 
it in Germany, however, was a letter 
from the company s agent in that coun 
try, from which the following extract 
is made: 

‘The picture of your admirable ma 
chine, of which 1 the receipt of 10,000 


acknowledge, is not useful in this coun 


try, and it is of much regret to me 
that I request to return them permis- 
sion. The women of our country, 


circumstances to do agricultur 


when by 
do not dress as your 


al work compelled, 


picture shows is the custom in your 
wonderful country, and would not even 
deem such garments with modesty to 
consist. Also we do not tigers for 
draught purposes cultivate, they not be- 
ing to the country native nor in our ex 
perience for such work well suited. 


I have to my customers explained with 
earnestness that your picture is a 
‘sinnibild’ (allegory) and does not mean 
machine should be 





that your admirable 

operated by women too little clothed, 
nor is it necessary that the place of 
horses shall be animals from_ the 


Zoologischer Garten be taken. I can 


not use them as you instruct, and your 
yrigo rd advices respectfully await.’”’ 
Ad Sense. 


aaa 


ILLUSTRATED WANT 











T OPPORTUNITY FOR A 
YOUNG GENTLEMAN TO RAISE HIMSELF BY 
HIS OWN EFFORTS.” 
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A BUTCHER’S TALK. 


Under the heading, ‘Our Sec- 


ond Say,” 


sues the 
When ye 


a Brooklyn butcher is- 
following circular: 
su come back from _ the 


country are you going back to your 


old butcher 


satisfactory 
good of chz 
objection ? 
plaint in 
clerks, the 


? Was his service quite 
before? If so, what’s the 
anging? If not, what’s the 
If there was room for com- 
the meat, the prices, the 
shop, the habits of your 


old butcher, and you are looking tor 


some better 


butcher shop, but fear they 


are all alike, there is a pleasant sur- 


prise in st 
‘ow, he 

meat (heav 

it). That 


yxre tor you. 

re, for instance, is better 
ier cattle the butchers call 
is cattle which is fed and 


raised more liberally than ordinary 
cattle—raised by stock men who realize 
that good meat (really good meat) will 


find a sale 


good eating. 


ting up is 
We don’t 
it is safe 


amongst people who enjoy 

Such beef as we are cut- 
not sold by your butcher. 
know your butcher, but 
to say that, because butch- 


ers around here are not buying 


such beef. 


And for this beef we are 


charging about the same prices as 


others get 
our claim. 


for the other grades. Try 


Then, here we have a clean fresh 


shop, free 
ed in the 
ous. Also 


from odors; clerks instruct- 
simple art of being courte- 
we shall have very soon 


a new horse and wagon, which will 
be ample to serve our present trade 
but inadequate if our trade grows. 


And—we 


a * kicks’; what are 


called kicks’ ’ elsew here but are known 


here as 


‘ trouble.’ We know there 


is “trouble” everywhere—here, too. 


Come and 


point it out to us and we 


will remedy 


Several advertising critics praised 
our last circular flatteringly—for which 
they have our thanks. We are not 
seeking a literary reputation however. 
Our circulars are designed to sell meat 
and must be judged by the patronage 
they bring. Circulars are our only 
way of attracting your attention. 

When you come to the shop we make 
you feel ‘that the circulars are not idle 
talk. Our “ Say” is always backed up 
by the “Do.” 

We shall send out circulars regular 
ly until every lover of good meat in 
the neighborhood has called upon us. 

Your own interest calls for you to 
help the Jacocks Market to get this 
universally good reputation which it 
seeks. The Jacocks Market is at 330 
Sumner avenue, Brooklyn. 





—— 7 
A VISUAL LURE. 

There must be a visual lure to an ad 
vertisement: a typorvraphic quality that 
appeals to the eye as soon as it comes 
within the field of vision. This is the 
whole object to be sought, through ty 
pography, for an advertisement; this is 
what the compositor should strive for 
and the writer plan for. When the eye 
is drawn to the advertisement it seems 
to me the chief office of typography is 
fulfilled. Then the art of the writer 
must catch the fleeting sense, and 
charm it to the realization of his pur- 
poses.— Profitable Advertising. 

3 ee 
SMALLEST JOURNAL. 

Probably the smallest journal in_ the 
world is El Telegrato, Guadalajara, 
Mexico, It appears every Sunday, and 
is published in eight columns, fourteen 
and one-half inches wide, on thick manila 
paper. Its staff includes an editor and 
director, the printer, and, last but by 
no means least, the capitalist or owner 
—Newspaper Maker. 





You may as wel) bury your 
money in the sands as in dead 
merchandise. Neither will 


produce income ot profit Both 
are subject to the vagaries of 
wind and tide 

Bet 


ter invest if 1D esse 


} Kimball & Chappell 
Beds... 


—trop or brass—es safe an in. 
vestment and as sure of return 
as Government bonda Come 
and see the latest novelties, 


BRASS BEDS 


Kimball 18 Chappell Co. , "us 


187 Michigan Avenue, CHICAGO. IRON 


x >, POURTH SLOOR. 


KARPEN BUILDING, BEDS. 





AN ATTRACTIVE TRADE AD, 








PRINTERS’ INK. 


IOWA HUMOR. 
Perry, Iowa, Sept. 6, 

Editor of Printers’ INK: 
I respectfully submit a 
and beg your comment and criticism. 
I find Printers’ INK an_ invaluable 


A DISTRESSING 
Friday 
dent which 


1900. 


“reader, 


ACCIDENT. 
On evening occurred an acci- 
chilled the blood of eye- 
witnesses on Second street. Strong 
men turned away their eyes and trem- 
bled, women shrieked, fainted and fled 
into ice cream parlors to escape the 
terrible scene. Mr. Jonas Enoch, an 
aged citizen, a resident of North Ho- 
boken avenue, left his home about six 
p. m., and, while walking slowly along 
Second street reading the last page in 
this paper, became so deeply interested 
in the items listed that he failed to see 
a terrified team of horses which dashed 
by at break-neck speed in the direction 
of the Bee Hive, where stoneware in 
jugs, jars, crocks and churns are being 
sold at only five cents per gallon. As 
the horses passed him Mr. Enoch 
sprang from the sidewalk behind the 
buggy, shouting, “Stop.” His mother 
in-law saw his fearful peril and sprang 
to the rescue; had Mr. Enoch been a 
moment later both legs would have 
been severed at the elbow. He _ was 
carried into the Bee Hive and placed 
in a comfortable position on a large 
pile of blankets, now selling at 49 
cents per pair, and a doctor summoned, 
who declared that never had he seen 
such an array of dress goods, clothing, 
hats, caps, shoes, gents’ furnishings, 
blankets, ladies’ furnishings, etc., as 
the Bee Hive displays, or prices in 
crockery, groceries and everything so 
cheap as there. While the doctor was 
reading the bie ad on the last page 
Mr. Enoch made the ante mortem state- 
ment that he had no living relatives 
except two brothers who were killed 
in the civil war, and advised all of his 
friends to trade at the Bee Hive, which 
always leads in goods and low prices. 
We are glad to say that while he was 
fatally hurt, the injuries are not con- 
sidered serious, and will not interfere 
with the low prices advertised by the 

e Hive in the big ad on the last page 
of this paper. 


aid in my work, and can honestly say 
that there isn’t an issue which I do 
not find fruitful in just what I need. 
I read it weekly. Yours truly, 
J. DetmMar ANDREWS, 
Adv. Mer. Bee Hive 
+o 
REFUSING ADVERTISING. 
A publisher may use the widest dis- 


cretion in selecting and rejecting adver-‘ 


tisements. In declining any advertise- 
ment he is strictly within his legal 
rights, no matter what the - announce- 
ment may be. It is an expressed or 


implied condition of contracts that the 

copy must be acceptable to the publish- 

er. To be unacceptable, an advertise- 

ment need not be gross in wording nor 

obviously fraudulent. It need not be 

so arranged as to disfigure the papers. 
-National Advertiser. 
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EYES AND SEE NOT. 
New ATHENS, Ill., Sept. 15, 1900. 
Editor of Printers’ INK: 
Few street fairs have secured great 
er or better publicity than the one 
mind. Several thousand dol- 


I have in 
lars were spent in the securing of open- 
air attractions free to the public, and 
in advertising the fair throughout the 
home and adjoining counties. Although 
the city claims a population of only 
20,000, an idea of the crowds will ve 
had when it is asserted that over 15,000 
people witnessed the flower parade, one 
of the features of the fair, while no 
less than two-thirds of this number 
were present at the coronation of the 
queen, which took place on a previous 
evening. Such a week this should 
surely have been a most successful one 
for the merchants. But it was not. 
Although no expense was spared, espe- 
cially by the larger concerns, in the 
erection of booths, some of which are 
said to have cost as much as $700, be- 
sides a good amount paid for independ 
ent attractions, such as bands, singers 
and the like, the sales fell away below 
expectations. 
No doubt 
preparations. 
styles and 


as 


made 
many 


the merchants 

New stocks, 
cheap, were perhaps 
received, but instead of telling 
public about these things in their 
Seales. whetting their curiosity 
inducing them to call, they trusted 
the fair to do that for them. 
the crowds and they will buy ! 
crowds come only to see 
veen advertised and seeing that are 
satisfied. Saloons and_ eating-houses 
always do a good business, but people 
must eat and they will drink, but they 
will not buy what they can get at home 
unless there is an inducement. 

And yet this, the third year of their 


great 
new 
daily 
the 
ad- 
and 

in 
Bring 
Sut the 
what has 


experiment, I am told that even the 
Midway with its freaks and Oriental 
dancers will be thrown open free of 
all charge to the public, “so that they 
will have more money to spend in the 
stores 

And the eyes of the merchants are 
not opened to see their mistake. 

Geo. C. Prossrt. 
+o 
THE ONE WHO IS ASKED. 
Too many persons get in the habit 


of relying on some one else to furnish 
brains for them. In every institution 
where five or more are employed you 
will find that one person is asked ques 
tions how to do this and how to do 
that. If the emplover watches care- 
fully and selects the employees who are 
telling the others he will make nomistake 
for it is a sure scheme for selecting 
competent employees, and the fact that 
others ask a certain employee indicates 
that the employee that is asked ques- 
tions is of a superior grade.—Boyce’s 
Hustler. 
—— 


THE EDITOR’S AUDIENCE. 


The editor of a daily paper is the only 
man who has an audience every twenty- 
four hours, and is inflexibly sure that 
it is an attentive one.—Newspaper 
Maker. 
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PECULIAR SALARIES 
WRITERS. 
Printers’ INK would be pleased to 
receive communications telling of pe- 
culiar salaries paid to adwriters—either 
particularly high or particularly low. 
Names will not be divulged where it 
is desired to have them held confiden- 
tial—Printers’ INK, Sept. 12. 


OF AD- 


JACKSONVILLE, Fla., Sept. 14, 1900. 
Editor of PRINTERS’ 

alk about popular salaries of ad 
writers, let me tell you about one of 
the ‘‘funniest’”’ of them. It is my very 
own case, and the details are as fol- 
lows: was writing for a well-known 
Brooklyn firm, and putting out adver- 
tising matter for them to the extent 
of about $700 a week. It was my first 
“big” firm, and I grew into the posi- 
tion, beginning with $15 per week. 
But, alas! my salary did not increase 
as I grew in importance. I may have 
had what is called the “‘big head,” at 
any rate after I had been with them a 


INK: 


year I struck for a raise of $10 a 
week. I didn’t get it and I left. 
The secret of the matter was, the 


head of the firm did not take kindly to 
new methods of advertising; hethought 
that the announcements of B. Altman 
& Co. were about perfect. I argued 
that it was the Altman store which 
sold goods and not their advertising. 
And that if a store were to build up 
business with advertising it must strike 








out with up-to-date advertising meth 
ods, rather than those used a. decade 
ago. When I left this firm they got 
a man who follows the “exclusive” 
style. I must say that I gained valu- 
able experience while with this firm, 
and left them on the best of terms. 
One of the firm said that I was as 
good as a_ three-thousand-dollar-a-year 
man. You would better withhold my 
name if you mention this in PRINnt 
ers’ Ink. Also name of firm. 

Yours very truly, 

o 

THOSE FANS. 

Office of 
A. A. VantineE & Co. 

New York, Sept. 14, 1900. 

Editor of Printers’ INK: 
Our attention has been called to an 
article by Mr. Whitmire, in your issue 
of August 29th. In the article, which 


is concerning the Coca-Cola Comnany, is 


mentioned that our firm was paid $7 per 
thousand for Japanese fans here each 
year; and that on acco.nt of the 
exorbitant price they sent an agent 


to Japan and purchased 5,000,000 fans 
which were shipped in a_ specially 
chartered vessel to this country, cost- 
ing them laid down in Atlanta $4.50 
per thousand. We never imported for 
the Coca-Cola Company any fans from 
Japan, but sold them a small bill from 
New York in 1893 amounting to about 
$300, and that was all. The Kobe ex- 
port records show that no one firm ex- 
ported 5,000,000 fans for their own 

use in one year except ourselves. 
Respectfully yours, 
A. VanTINneE & Co. 


PRINTERS’ INK. 


IT SOLD WALL PAPER. 
SHERBROOKE, Que., Sept. 8, 
Editor of PRINTERS 
It is recorded of an 
vertiser that after the mail 
opened he took the letters 
envelopes and scattered tue 
velopes along the street. These 
picked up by people under the 
pression that they might contain some 
thing of value ; and before they were 
thrown down the name of the adver 
tiser had been impressed upon their 
minds. An enterprising Canadian 
merchant has gone this English ad 
vertiser one better. Last winter, every 
day, after carefully removing letters 
from the addressed envelopes he caus 
ed the envelopes to be put in a place 
where they would not get destroyed. 
In the spring he made a big deal with 
a leading wall paper manufactory to 
supply him with a number of samvles of 


1900. 
INK: 
ad 
been 
the 
en 
were 
im 


English 
had 
out of 
empty 





paper that he had bought largely of, 
cut to size of the envelopes. On _ the 
back of each sample was stamped the 
stock number of the pap the price 
per roll, price of border to match, 
also the name and address of the met 
chant. Several samples were placed 
in each envelope. Whenever a_ lull 


occurred in business, a couple of the em 


ployees were sent forth to distrivute 
these samples. They were carefully 
deposited in the vicinity of buildings, 
in places where they would not be 
blown hither and thither by wind, or 
rendered worthless by a _ shower of 
rain, yet in a sufficiently conspicuous 
location to attract attention. That they 


were picked up, opened and contentsex 
amined, there was ample evidence in 
the number of calls for the particular 
lines of paper sampled. Witt J. Gray. 


“or 
STEVENS WANTS MORE TRI 


ri 

SAGINAW, Mich., Sept. 15, 1900. 
Editor of Printers’ INK: 

E. A, Stevens of Chicago, organizer 
of the National Association of Re 
tail Grocers, ‘is out after the dishonest 
advertiser. At a recent meeting of the 
Saginaw Manufacturers’: and Jobbers 


Association at Saginaw, Mich., Organ 
izer Stevens said: ‘“‘We are after 
law against misrepresentation in adver 
tising. We want to prosecute the mer 
chant or manufacturer who plays upor 
the credulity of the public. This hur 
buggery is one of the worst things in 


trade and ought to be stopped. lf 
a man offers a $3 hat for 99 cents he 
should be compelled to sell a $3 hat 
for 99 cents, and so in all lines of 
trade. They do this in Germany 
There is such law in Ohio but it is 
not enforced. There should be in 
spectors in each State to see that the 
law is carried out after it is enacted 
This would be a whack at the great de 
partment stores of the large cities. The 
prices which are advertised as being 
so much lower are not so in realit 
but are sufficiently high on most cor 
modities to allow the owners of the big 
stores to make princely fortunes. ‘The 


lives of the big stores are founded on 
misrepresentation in advertising.”’ 
>. H. Busser 
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At the Paris Exposition a _ grand 
prize was bestowed upon the exhibit of 
United States journals, publications and 
periodicals. 

Little Folks, formerly of 
now of Salem, Mass., is credited 
American Newspaper Directory 
circulation of 25,458. 


& Wicks have estab- 
new special agency at 150 
street. They have a 
England papers. 


New 

In the State of New York, on Sep 
te~her mst. the new law = gocs into 
sect requiring that firms who are not 
puraced and busimess u..uci a 
will have to file a certificate with 
clerk, showing who is the 
party in the firm.—<Adver- 


Boston, 
in the 
with a 


Lunpy, Ratze. 
lished a 
Nassau 


number of 


ae do 
name 
the county 
responsible 





tisers’ Guide. 

A CORRESPONDENT writes: A delivery 
wagon that I see every day in one of 
Chicago’s suburbs is the ordinary 
covered vehicle of the grocery trade, 
but the sides of its covered top are 
of some black material that permits of 
chalk lettering. Every time Il lave 
noticed this wagon it bears a different 
announcement. One day it may be new 
potatoes at so much a_ barrel—another 
day it may be spring lamb so much 
per pound—another day will announce 
special sale of vegetavies, ete. the 
lettering is large and legible, and this 
method = of advertising was perhaps 
devised because the merchants in 
these smaller towns have no way of 
newspaper advertising. This kind of 
publicity ought to collaborate very well 
with the newspaper advertising of small 
wrocers, or any grocers, in tact 

«o> a 
PHOENIX PUBLICITY 

Phoenix, Ariz., a new town in the 
midst of the desert, began reaching 
out for tourist travel in 1896. A 
board of trade was organized, under 
which thousands of circulars and pam 
phlets were prepared and distrivuted, 
setting forth the advantages of the dry 
winter climate of Phoenix. The town 
has not more than 10,000 population, 
yet the number of winter visitors last 
winter and the year before more than 
equaled the natural population These 
people leave thousands of dollars with 
the localtradesmen during their winter 
sojourn. They are, the most part, 
people of wealth, ond are willing to 
pay liberally for what they want. 
They stop at the best hotels and board 
ing houses; they buy many articles in 
digenous to the country for keepsakes 
and mementos; they are most liberal 
patrons of the livery tables and* lo 
cal storekeepers. Some one with a 
bent for figures has estimated that 
everv winter visitor is good for an ex 
aac uate of not less than $150 a 
month.—Naked Truth. 

<-> 

Tue failure of the first advertise 
ment often contributes much to the 
success of the second. 
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Classified Advertisements. 
Advertisements under this head two linesor more, 
without display, 25centsa line. Must be 
handed in one week in advance 

















WANTS. 
DVERTISEMENTS for the EVENING Post, 
4 Charleston, 8. C. 
\ AIL gg R ME) » have business-bring 
4 er. P. & F., Box 672, oe Md. Send stamp. 
DVERTISEMENTS for the pape rw rw ai, = st 
4 local circulation in Charleston, 
EVENING Post. 
\ ’ANTED- Small second hand zine etching 
and half-tone -— State price and what 






BO} 


articles it consists of. 93, Knoxville, Tenn 


J PERNALD' EWSPAPER MEN’S EXCHANGE 
recommends competent rep’rs,editors & adv’ 
men to pubiishers. 15Cedar St., Springfield, Mass. 


*“ELEGRAPHIC news service for afternoon 

jlailies. Reliable, complete and within reach 
of every publishe r, Address ** MANAGER,” Post- 
office Box 241, New York 


\ ’ANTED—To sell at low figure a growing 

farm paper property worth double price 
asked. No better opening in the South for a 
hustler. E, E. ADAMS, Lebanon, Tenn. 


¥ OUNG man, learn illustrating by correspond 

ence, tree ; tuition payable 60 days after 
position is sec ured paying $13 a week. CORRE 
SPONDENCE INST. OF AMERICA, Scranton, Pa. 


DWRIT with experience and can prepare 
4 snappy, eye catching, convincing ads, will 
ente rain proposition from Eastern de Pa. store 
or first-class house. Best references. We 
care Printers’ Ink, 















YRINTERS in or near New York City not hav- 

ing enough work to run their presses to their 

full capac 5 2 ean find large and continual book 

work to ep their ood going. Address 
* BOOKS, me care Printers’ Ink 


T = ¥ HITMAN COMPANY, of 116 Nassau 8t., 
, Want some good adve -rtising schemes 

and bd" ‘ideas in folders, booklets or circulars 

anything new, unique and practical, but must 
be capable of inexpensive execution. 

Better the idea, bigger the price 

Partic ularly desire a booklet or scheme for a 
bottled beer booklet, circular or sample scheme 
for a pac kage coffee ; circular or booklet scheme 
for wholesale ¢ sothing ; sample scheme for a 
patent medicine. 

Ideas not acceptable will be 
if postage is inclosed. 





returned at once 
— > 
PHOTO ENGRAVING. 
STANDARD ) ENGRAVING 
, New York 


COIN CARDS. 





Co., 61 Ann 


T 


R22 er Less for more; any printing. 
$3 HE ST. \TIONERS' MFG. CO., Detroit,Mich. 





- +o 
IMPOSING STONES. 
» EST quality yr fe tp arble imposing stones, 
> two inches thick, 50 cents square foot. Cash 
with order. THE GBORG IA MARBLE FI NISH 
ING WORKS, Canton, Ga. 








LETTER BROK ERS. 


ETTE! all kinds, received from newspaper 
4 advertising, wanted and to let. What have 
ou or what kind do you wish te hire of ust THE 
EN OF LETTERS AB5s’N, 595 Broadway, N.Y. 





“7° 
NEWSPAPER METALS, 
\ ETAL FLUX makes linotype and stereotype 
4 metal run smooth and without blowholes; 
iso saves metal. Send for free sample. AM. 
METAL FLUX CO., Detroit, Mich. 


SUPPLIES 
PINS, 3 for 10e. PRINTERS SUPPLY 
. Grand Island, Neb. 








YAUGE 
x CO. 








’ | ‘HIS pape “3 is printed \ with ink erie pare + 
by the W. D. WILSON PRIN 
Lta., Fae e St., Ne ow York. ied ‘ial calbes = 


cash buyers. 








te 
te 


MAILING MACHINES. 


zi HE BEST, a labeler. ’99 pat.,is only $12. REV. 
ALEX. DICK, 43 Ferguson Ave., Buffalo, N.Y. 
 —s _ 
SPECIAL REPRESENT. ITIVE, 
D. La COSTE, 














38 Park Row, New York, 
me cial representative for leading daily news- 
aper 
—o 


STEREOTY?PE OUTFITS. 











ig hag ae Type in my New Stereotyping 

a cess. Outfits $lfup. Kasy cut making 

proces: no etching. Send re or eireu 

lars, samples, ete. H. KAHRS, 240E 1St., N.Y 
> 


ADVERTISING AGEN TS. 











\ ’ ANT ADS—3 lines in 15 largest Sunday pa- 

“git — Erma Ba 2. meee $7.50; 50 

larges $28.50. ts maiied 

HUNG ERPORD & DARR EL L AG’CY, Balto., Md. 
+e 








NEWSPAPER INFORMATION. 


| ng latest newspaper information use the lat- 
est edition of the AMERICAN NEWSPAPER DI- 


RECTORY, issued Sept. 1, 1900. Price, five 
dollars. Sent free on receipt of price. GEO. P 
ROWELL & CO., 10 Spruce St., New York. 
an anal 
WINES. 


‘HE government, in its efforts to establish a 
pure food law, analyzed 14 brands of cham 


pagne, foreign and domestic, and the Brother- 
hood ( hampagne was the one pronounced the 
best. Will sence you testimony free or a case o 
the wine for $12. C E. SWEZEY, with Brother 
hood Wine Co., New York City. 
7 
MISCELLANEOUS. 

| RY GOODS MEN—Our No. 1 Dextrine gum 
- ticket solves problem for marking fine 
handkerchiefs, ties and silk novelties. Sticks 











and may be peeled off, leaving no trace 12,000 
wie name on, $1. OO; A808 0 in books, $6; 2,000 
ee I, ~ostpaid. Sample and catal: enecaee. 
 BARTLE T& co. Kalamazoo, Mic 
ADVERTISING NOVELTIES. 





“pce LE de livery wagons, Write us te 
day. ROADSTER SHOPS, i n, J 
eS a IN genuine Confederate money for only 
200 oe" CHAS. D. BARKER, Atlanta, Ga: 
cements 


mer? the purpose of inv_ting ar” A 
of Adveriising Nove'ties xely to benefit 
reader as well as advertiver ‘ tines will be in 
serted under this head once ror one dollar. 

- 


PREMIUMS 


PVELIABLE goods are trade builders 
\ sands of suggestive premiums suitable for 
— shers and others from the foremost manu 
facturing and wholesale dealers in jewelry and 
ill’d list price catalogue 
48-50-52 Maiden Lane, N.Y. 


If you are using or going to use 

guitars, mandolins, banjos. violins or any 
goods of a musical nature,send for our catalogue 
ind prices. We can give you some valuable sug 
srestions and save you money. 0. & E.C 
HOWE, Manufacturers and Jobbers, 904 Bay State 
Bldg., Chic: », Ti. 









Thou 


kindred lines, 
free. 8S. F. MYERS 


Peau MS 


700-p. 
co., 





+o 
NEWSPAPER BARGAINS. 
Qe BUYS a good paying weekly prop 
" 350 ()() erty in Balanses $2,500 cash, bal 









ance on easy term A quick turn 

Dailies ¢ a weeeition tar 38 States. nd for my 
special list. Any reliable prop for sale 
“David” knows about them. ‘ hat do you 
want! 


Wanted—by clients—relialle _ 1ily and weekly 
properties = the East and West 

C. F. DAVID, Abington, Mass., Confidential 

sroker dua Expert in Newspaper Properties 


“or 
FOR NEWSPAPER OWNERS. 
» ELIABLE business builders, circulation a 
\ advertising managers, and men for diffe 


ent departments, Strict confidence. C. F. DAV iD, 
Abington, Maes. 


d 
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POSTAL CARDS BOUGHT. 
TNCANCELLED printed or addressed 
cards and stamps bought for cash. BURR 
MANUFACTURING CO., 614 Park Row Bl4g.,N.Y 
oe - 
ADDRESSES. 


postal 


( YREATE business w ishout expensive newspa- 

per advertising. Use rter’s Classified Ad 
jresses, Only house in the world furnishing 
names not to pe found in directories. Have you 
a remedy for cancer, catarrh, deafness, dyspep 


sia, kidney troubles, nervous troubles, rheuma 
tism, skin diseases, ete. Do you want agents to 
t » goods from house to house! We have 


population classified according to at 
flictions, occupation or condition. Can address 
your envelopes or wrappers. Capacity 100,000 
daily by expert copyists. Prepared to furnish 
any Class of names, envelopes or wrappers, plain 
or printed, address the latter and attend to mail 
ing if desired. State specitically what you have 
to sell, how you want to sell it We will reply 
by return mail with ean satormnts n that will 
make your business a s 

FRANK R. CART! 





uccess. 
kK, ° EAST 42p ST., N. Y. 
ooo 
FOR SALE, 
}°‘ R SALI 
subscribers 
ticulars free. 
Palmyra, Pa. 
Fk OR SALI A leading 16-page Southern farm 
journal located in city of 100,000, Good busi- 
f ‘ine ope ning “sd good man, 
Will sell cheap or will lease. 


A eo! paper 
mp ye —_ ar 
Address" A. G.S., 


with 24,000 paid 
1 further par 
ck Box 190, 








ent location 











ADAMS, Lebanon, Tenn 
“OR SALE OR LEASE— Failing health makes 
necessary the sale or lease of first-class and 
only exclusive iob printir oftice in good live 
city, population 8,000, and material nearly 
new. Good opportunity for right man, Price 
$1,069, part cash, Investigate. E. W. SWARTZ 
Goshen, Ind, 
‘END me 30 cents to pay for postage and I will 






‘ send you a copy of the American Ne wspaper 
Directory, June, 1899, edition, | am cleaning 
house, and have about 150 books of this édition 


on hand, which | will dispose of in this manner 
while they last Address PETER DOUGAN, 10 
Spruce St, New York 











oR SALI Terding Democratic daily and 

weekly in strong Democratic county. Coun 
ty and State job printing. Influential in Mis 
souri polities. Good cireuls mn, good field, good 
LAvert iene and job patro1 Material willin 
voice ¥ Vil sell plant ard good-will for 
$10,000, halt cash. “KLONDIKE,” Printers’ Ink 
¢ VERY issue of PRINTERS’ INK is religiously 


4 read a many newspaper men and printers 
as well as by advertisers If you want to buy a 
paper, or to ne ll a paper, or type or ink, the thing 
to do is toannounce your desire in a classified 
advertisement in PRINTERS’ INK. The cost is but 
2 cents a line. As a rule, one insertion will do 
the ae siness, Address PRINTERS’ INK, 10 Spruce 
St., New York 





"TWO newspans r bargains: A daily and semi 
weekly Democratic paper with splendid cir 
eulation and commanding Democratic patron 


age, in strong Democratic district 
ments, up-to-date machinery; worth ten thou 
sand dollars, one half on time. 


A small Democratic weekly, only paper in 

town, for $500 cash. 

Address ** KILROY,” care Printers’ Ink 
{DVERTISING MEDIA 

é lnooee EVENING POST, Charleston, 8. ¢ 

"PPE EVENING POSP, Charleston, 8. C 

([ HE EVENING POST, Charlestin, S.C 
EVENING POST, Charleston, S.C 


ic 
— EVENING POST, Charleston, S. C 


‘HE EVENING POST, 





Charleston, S. ¢ 


fi HE best advertising medium in Charleston, 
S. ¢ 


is THE EVENING Post, 











PRINTERS’ 


I ARDWARE DEALERS’ MAGAZINE, sam 
ple copy 10 cents, New York City. 
‘HE EVENING POST, of Charleston, 5. C., 
claims the largest local circulation. 














| HE officiel! journal for all sity advertising of 
Charleston, 8. C., is THE EVENING Post. 
DVERTISING agents serving their clients 
4 honestly, cull up TOILETTES ; estab, 1881 
{() \ WORDS, 5 times, cents. ENTERPRISE, 
Brockton, Mass ‘culation exceeds 6,000 
»¥ACK-COVER quarter page, 30,000 circu., $16.70 
> 12 times, $180. PATHFINDER, Pathfinder,D.¢ 
eas ‘S LYCEUM (monthly), Rockport, Ind. 
Cir. 5,000, Ads 3c. line ; sul ( Sample 3 
J > EACH the best Southern farmers ef pl: — 
I \ youraasin FARM AND TRADE, hvilie, 
renn., Only 0c, a line, 
\ NY persen advertising in PRINTERS’ INK to 
“ the amount of $16 or more 1s entitled to re 
ceive the pape r for one year 





= advertising for all the a rtments of the 
city of Charleston, 8 is done under 
contract exclusively in THE vExixe POST 

( yl R mail cards are printed in three colors 

und cost you kk h urp tercan mak 
them for. JOHN T ALM! Piuladelphia 

DVERTISERS rket, N, J 

C'reulatior free Mailed 

post] aid l yea ose 24th 

\ WEB perfecting press, li vpe machines 

d and a buildir cf its n is evidence of 














the prosperity of THe LveninG Post, of Chark 
ton, 5. ¢ 
p>Aci COAST FRI WORLD, Los Angeles 
( Foremost farm home journal. Actual 
average 5,055 weekly, am wealthy ranchers 
growing rapidly; 5c. azat medicine ads 
ee EVENING POS Charitestor will 
publish want advertisemen’s at cent a 
net ) inches display for $15; 100 inches 
300 inches, $69 ; 5¢0 inches, gv0; 1,000 Inches for 
$165. Additional charges for position and break 


ing of column rules 

Te RECORDER solicits 
reliable advertisers. The RECORDFR is an 

independent country newspaper, just 

established, ard has a crowing circulation 


ids from all 








ple copy and advertising = cheerfully fur 
nished on application. J. E WALKER, Editor 
and Publisher, Loami, Ll 
Ne FiKERN RULLETIN, Binghamton, N. Y., 
reaches a majority of American botanists 
These people pre uye f microscopes, scien 
tific instruments and st wih slies, cameras, bicycles, 
books, ete., in addition to what the ordinary it 
dividual buy An intelligent and select cla 
Advertising rates upon application Sample 
copy free Give usa il 


BOUT seven eighths of the 
\ r 


fails to be 


aavertising 
is placed in 


done 


because it 








papers and at rates that give no more than one 
eighth of the value that might be bad by placing 
the same advertising in other papers. If you 
have the r it advertisement and put it in the 
ight papers, your advertising will pay. Corre 
spondence solicited Address THE GEO. P 


os IW ELLADVERTISI 


New York 


NG AGENCY, 10 Spruce 8t., 





[3 HMOME MAGAZINE, OF NEW YORK, is in 
its fourteenth shlaor ser having been started as 
the Cou mercial Travele Home Maga . Two 
vears aco the hame v changed to the Home 
MAGAZINE, and the offic > removed to New York 
City Since then the energies of the MAGAZINE 
have been devoted mo-e to pushing the cireula 
tion than toward building up the advertising 
patronage, upon the principle that circulation 
is absolutely essential to give advertisers satis 


factory results on their bu 








The circulation of the May is<ue 
ies, actually. of which ove r 
subscribers and the balance news st thos’) s ul =, OX 
change und advertis ng copies, A feature about 
our circulation is that we deal direct with the 
news trade outside of the American News ¢ 

Our rate is $80 per page or 49 cents per agate 
line. 

We want your business because our circula 
tion will bring you results 

Send for copy and you'll greativ pleased 
with it THE HOME MAGAZINE, 9 Nassau 





St., N. ¥. City 


INK. 23 









‘ ° ‘ on 
abe! « RS LOCN FENS write easy, no, snlut- 
2 t#fing Sr ari Ping: GP@ss 81.° Bample dex 
10cents. THE PAUL CO, Red Bank, N. 
7, 
BUSINESS CPPORTUNITICS, 
NI ORE attractive in many respects 18 Class pub- 
lishing than newspaper publishing. We 
can sell for a small amount of cash a class maga 
zine in a rapidly developing field where large 
profits may be expected. Publication accident 
ally on the market Probably $2.500 cash or less 


would buy it. /MERSON P. HARRIS, 150 Nassau 


St., New York 

i: O, leannot send you the names of all the pa 
4 pers we have for sale. Manyof the papers 
the 2 can be bought are never mentioned except 
to people whcse wants they seem to meet 





tin hest way is to let me know what you seek 
nd give references if your responsibility is not 
known to me EMERSON P. HARRIS, 150 Nas- 
sau St., New York 
-- 
PUBLISHING BUSINESSES. 
\ JERSEY daily can be had for small money 
ind snade a good thing in an exclusive and 
ittractive fleld. 





Applicant should have $2,500. 
HARRIS, 150 Nassau dt., N. Y. 


+1 


WEEKLY PAPER FOR SALE. 


EMERSON P 


» to get profitable 


ES chance and promising 
weekly on Long Islund. $1, 


0 cash will buy 


j and newspaper business of over $3,000 and 
rood plant. EMERSON P. HARRIS, 160 Nassau 
Si., New York. 
~eo —_— 
DAILY PAPERS FOR SALE. 
{t: a good time to buy a daily newspaper. 
Through us you cin get in touch with some 
splendid chances Let us know as nearly as may 
be what you seek and how much you can pay 
aown, EMERSON P. HARKIS, 150 Nas au St., ° 
~-o 
{DVERTISEMENT ¢ 'ONSTRI CTORS 
DS that bring business. Write. H. L.GOOD 


AOWIS 

















Chester St., Malden, Mass 

TT IAL ads, $1. Advice on business subjects, 

$25. FRANK B. WILSON, Kenton, O 
ee £1 each, booklets $1 a page CHAS. A. 
d \V OOLFOLK, 446 W. Main St., Louisville, Ky 
[)® LONE SUMY TOOKIE, ckport, Ind., 
writes and prints catchy ads. Hot. Cheap. 
y= SCARBORO, writer of forceful advertis- 
ey ix Request estimates, 20 Morton 8t., Bklyn. 
\ EDICAL advertising written, illustrated, 
printed. M.P. GOULD, New Haven, Conn, 
R' TAIL 8S’ stor apers that draw trade. 
ree sample. WOODHOUSE, Trenton, N. J. 
INGLES—Advertising jingles for all tra’es 
That is my specialty. They are the pithy, 
pointed, practical kind, and are profi itable at the 
price. * JACK THE JINGLER, 10 Spruce St ,N.Y. 
[ AUNCTILNG a new business? Whether it will 
4 bean ocexn liner ora catboat may depend 
on the advertising. Let us start you right. 
SNYDER & Jé )HNSt IN, Advertising Writers and 

Agents, Woman's Temple, Chicago 








-ash with order) and 


END me twenty d 
and thou- 








I will write, illustrate print one 
rand handeows striking. two-color folders that 
oo l your goods They will go under one 


em amps, without envelopes. Ordinarily you 
we vuld have to pay $25 or #30 for such work Send 
tifty cents for a sample r tailadvertisement,with 











cut. HOLLIS CORBIN Broadway. New York. 
Formerly Mr. Charles “Austin Bates’ assistant 
writer.) 
» OOKLETS, ADVERTISEMENTS, CIRCULARS 
> Lam ina position to offer you better service 


designing and printing advertising 
ry description than any other man 
in the business, | make the fashion 
graphical display I have charge me 
ch nicaldepartment of Printers’ INK. No other 
- inthe world isso much copied. My facil- 
assed for turning out the com- 
If you wish to improve the tone and 
appearance of your advertising matter it_will 
pay you to consult me. WM. JOHNSTON, Man 
ager Printers’Ink P ress, 10 Spruce St., New York” 


in writing, 
matter of eve 








PRINTERS’ INK. 








A Possible Thirteen 


In Printers’ INK, issue of July 25, 1900, announcement was 4 
made that any advertiser who placed his order for one 
year’s insertion of his advertisement to appear in Print- 
ERS’ INK for the year 1901 would receive insertions of the 


same sized advertisement in all the remaining issues of 
1901, gratis. 
The results from this offer up to September 19th have 
been as follows : IN ; 
The 
IN THE SECOND WEEK: 
One order amounting to. ‘ ‘ ; $26.00 
HAR 
THIRD WEEK: 
Three orders were received amounting to . $128.00 
FourtTH WEEK: ™ 
Five orders were received amounting to . $195.00 4 Des 
FirTH WEEK: 
Orders were received amounting to .. . $960.00 
SixtH WEEK: 
Four orders were received amounting to . $117.00 


SEVENTH WEEK: 
Five orders were received amounting to . $260.00 


EIGHTH WEEK: 


Four orders were received amounting to . $195.00 
Making a total of 22 orders amounting to. . $1,881.00 


Orders coming in now secure thir 


Adare onde PRINTERS? INK, 10 & 
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IN THE NINTH WEEK: 
The Printers’ Supply Co., Grand Island, Neb., 
order for two lines, classified, one year, at . $26.00 


This order secures 14 free insertions, 


) 
HARRISBURG, Pa., PATRIOT, 4 page, 32 times, three 
times a month for year of 1901, except in July 
' and August, one time a month in July and 


August, : ‘ ‘ ‘ , ‘ , $800.00 


This order secures free insertions, three times a month, for the remaining months of 1900 
» 4 Des Moines, lowa, News, one page, one year, one 


time a month, second issue of each month, in 
preferred position, viz.: first part of paper, on 


a right-hand page, and always facing page of 

reading matter with never more than two 

advertisements between it and first inside 
cover page of paper, cost. ‘ ; . $1,500.00 


This order receives a free insertion one time a month in remaining months of 1900. 


: Tota.ts: Eight weeks, , $1,881.00 
Ninth week, P : 2,326.00 
GRAND TOTAL ; : ‘ : $4,207.00 


And thirteen still remain out of the season of twenty- 
) two weeks. 


secure thirteen free insertions. 










“ JL a fn 
mronedc MAM? iam Dal 
pruce Street, New York. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 

Issued every Wednesday. Tencentsa copy. 
Sub - ription price. five dollarsa year, in advance 
Six dollars a bundred. Noback numbers 

t# Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop 
ies for #30. or alarger number at the same rate. 

ie Publishers desiring to subscribe for PRINT- 
ERS’ INK for the benefit of advg. patrons may, on 
application, obtain special contidential terms. 

f any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for. 

ADVERTISING RATES : 

Classified advertisements 25 cents a line: six 
words to the line; pearl measure : display 50 cents 
a line; 15 linesto theinch. $100a page. special 
position twenty-five perc ent additions , if grant 
ed ; discount, five pe rce nt for cash with order. 


Oscar HERZBERG, Managing Editor. 
Peter Doucan, Manager of Advertising and 
Subscription Department. 


New YORK OFFICES: NO. 10 SPRUCE ST. 


LONDON AGENT, F. W. SEARS, 50-52 LuD- 
GATE HILt, E. C. 


~NEW Y YORK, SEPT. 26, | 1900. 











THERE is no ‘objection to striv- 
ing after effect in advertising if it 
is the right effect that is striven 
after. 








Prinrers’ INK is evident becoming 
comic paper; one of its latest 1s th 


statement that “the Sav inns th Vorning 
\ 








vs is credited with a circulati n 





exceeding one thousan The “cred 











ited” is a settler; it ns that M 

Rowell’s \ewspaper Directo \ gives 
Col. Estill’s paper at rating Ihe 
fact of the matter is, that the Savan 
nah Mor ws is one of the best 
and most read publications in 
t South, a circulation of many 





times a thousand, and if the circulation 
of Printers’ INK k 
knows that he de 
justice Dy T 





ws any- 
es tl z 


ie News 
king such a 





PRINTERS’ INK will e a compli 
mentary subscription for the period of 
a full year to the first man who will 
prove that for the twelve months las 
past the Savannah .Vews has had an 
average output of so many as two 





thousand «¢ opi s da 


QUESTIONS come to PRINTERS 
INK occasionally as to its opinion 
of schools whi im to teach the 
art of advertising. To all such 
the reply must be confession of 
ignorance as to what such 
schools can do for pupils. If 
the scholar have a natural ca- 
pacitv for advertisement writing 
the technical knowledge which he 
may imbibe from the institutions 
in question will certainly aid him; 
if he possesses no such natural 





capacity the time spent will be 
wasted. It has been said that 
poets are born, not made; and 
the same assertion is probably 
true of the best advertising men. 
On the whole, perhaps such 
schools do more good than harm. 

\r the recent Iowa State Fair 
the Des Moines Daily News ex- 
hibited 175 beautiful and elegant 
ly-framed pictures, valued at over 
$1,000, offered to the school chil 
dren of lowa as prizes for excel 
lence in English composition. 
The prizes are offered by the 
News Junior, one going each 
week to the winner in a Des 
Moines school and one outside of 
Des Moines. The News has 
already distributed over 150 of 
these pictures, all of which hang 
permanently in the schoolrooms 
of the winners,’ and claims that 
its enterprise is an immense force 
for the development of a love of 
art, as well as good English, in 
the public schools. All the pict 
ures awarded are reproductions 
of masterpieces of art. By many, 
scores of whose opinions were 
quoted in the Vews, this exhibit 
was pronounced the most beauti- 
ful sight of the entire fair. 





Dopson PRINTERS’ SUPPLY 
CoMPANY \tlanta, Ga., sell ev- 


erything for the printer—presses, 
type, inks, ete. In talking to a 
PRINTERS’ INK correspondent Mr. 
W. C. Dobson, the president, 

1 following interesting 


}y close observation extending over 
‘riod of fifteen years | d that the 
erage Southern business man will reac 
dvertising liter: iture sent him from New 
York City, while he will throw in the 
iste basket that postmarked in Atlanta 
or any other Southern city. To such an 
extent is this true that we have made it 
ile to have our best circulars and 
‘klets mailed in New York or Boston, 
in plain envelopes. We get better re 
sults from this course. While we have 
ust as good at as low and some- 
times lower prices than the Eastern 
uses, the Southern printers look to 
e East for the best in goods and 
prices But once we get them to read 
l ure we stand cn_ excellent 
V the order 
I am satisfied that if Southern bu 
ness men in all tines of trade would 
1ave their advertising matter mailed 
in the East they would get a larger 


ence in the Soutn. 
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THE ad that pays is a good ad. 
THE money an advertising man 
has spent on his vacation, in go- 
ing to different and cli- 
mates, will be found money well 
spent. It will show its effect on 





scenes 


the work he produces after his 
return. The tension of Ameri- 
can business life has often been 


commented on; but the growing 
fashion of summer vacations will, 
in course of time, deprive it of 
much of its worst effects. 





THE engagement of John Nor- 
ris as business manager of the 
New York Times and the en 
trance of the New York Tribune 
into voting contests is said to in- 
dicate that the papers in question 


are fighting resolutely for the 
same field. So far as is at pres- 
ent apparent, the Tribune's vot- 


ing contests will not greatly in 
crease that newspaper's circula- 
tion, since its clientage is of a 
class not easily interested in such 
matters. In the Tribune’s récent 
contest for a year’s ranch life, 
worth $500, the winner received, 
if we remember rightly, only 
eight hundred votes, while in the 
present contest for an automobile 
worth $750, each vote to consist 
of a heading of the Tribune, the 
amount of ‘‘waste basket circula- 


tion” to be secured will probably 
not greatly exceed that of the 
nrevious competition. If such a 


voting idea appeared in the New 
York lVorld the number of votes 
cast for the winner would prob- 
ably be in the thousands, while 
the total might possibly range in 


the hundreds of thousands. Be 
that as it may, the Tribune has 
recently been getting an excep- 
tionally large slice of excellent 
real estate advertising. A news- 
paper man recently said to the 
Little Schoolmaster that he 
thought the Tribune and Times 
were now having a “dead heat,” 


with the chances greatly in favor 


of the Times, on account of its 
price being one cent, while its 
competitor (?) charged three. 


Whether the two papers are real- 
ly competitors is a point which 
Printers’ INK does not feel itself 
called upon to decide. 


THE merchant who doesn’t ad- 
vertise gets more dust on his goods 
than in his cash drawer. 





THE world was never more 
ready than to-day to pay for what 
it wants, or to listen to those who 
aim to tell it, through advertising, 
what those wants are. 

- eo 


IN HAVANA. 


New York, Sept. 1900. 
Editor of VPRInters’ INK: 


Will you kindly give names and com 


1S, 


parative value for advertising of the 
Havana, Cuba, papers? 
R. I. Peters, 165 121st st. 
We doubt very much whether 


any one has an adequate idea of 
the comparative value for adver 
tising purposes of Havana papers. 


Journalism in Cuba is probably 
yet in an unsettled state. Ayer's 
Newspaper Directory makes an 


to give a list of papers 
issued on the island, appending 
to a few the figures of their 
claimed circulation. The Spanish 
American Newspaper Company, 
of this city, when applied to for 
information in this line respond 
ed as follows: 
We know of icur d 
of which we keep 
The most important of 
uch which is nublished both in 
Spanish and in English It claims a 
circulation of 20,000, which it probably 


attempt 


I in Havana, 


two on file 
these is La 


lilies 


1 
ony 


cha 


has The character of its circulation 
is very mixed. Its rates are consid 
ered high, although we are not pre 
pared to give the figures, except on 
application 

Then there is La Discusion, circu 
lating among practically the same class 
es. It claims an output of 18,807, and 
daily publishes the figure of its current 
circulation. Regarding rates, these 
too, as on all other Cuban papers, we 
are prepared to give on application. 

There are two other Havana dailies: 
l Comerci circulating among the 
business classes, but seeming to have 


only a limited clientele; and E/] Cuban 
sought by about the same _ people. 
Then there is a weekly, called El 
‘enix, an illustrated home paper, circu 
lating extensively among the well-to 
do. There other Havana sheets, 
but they are fugitive ones, of short life 
and no moment. 

Among the other Cuban dailies are 
the Matanzas El Correo, the Santiago 
La Independencia and El Cubano 
Libre, the Sancta-Spiritus El Fenix 
the Cienfuegos La Republicana, the 
Caibairien E/ Dia, and the Sagua El 
Correo Espanol and La Patria. 

Aside from these we know of 
publications of importance in Cuba. 





ire 


no 








28 
BOOKS ON ADVERTISING. 


Office of 
“ScIENCE AND INDUSTRY,” 
Scranton, Pa., Sept. 1900. 
Editor of Printers’ INK: 
Will you kindly advise me what you 
consider the best books on advertising, 


15, 


not including of course a file of the 
Printers’ INK which I already have. 
Yours very truly, 
Geo. H. Fisuer, Adv. Mgr. 


We have a list as follows: 
BOOKS ON ADVERTISING. 
“Points on Advertising.” 
small paragraphs on advertising. 
lished by W. M. Reed, Morris, Ill. $1. 
- Over Rough Places,” $1. 
y a book of catch phrases. 
Published by E. J. Salt, care F. R. 
Lazarus & Co., Columbus, Ohio. 
“Good Advertising.”” Articles on ad- 
vertising various businesses. Puplish- 
ed by C. A. Bates, New York, at $5. 
“Short Talks on Advertising.”’ Short 
epigrammatic talks on advertising. 
Pubhshed by C. A. Bates, New York, 
at 50 cents and $1. 
**Fowler’s Publicity,” 


Advice in 
Pub- 


written by N. 








C. Fowler, Jr., Boston. Price $15. 
Now being sold for $7.50 by Harper 
Illustrating Syndicate, Columbus, O. 
Probably the best, certainly the most 
encyclopedic, volume on the subject. 
“The Afro-American Press and _ Its 
Editors,” published by Whey & Co., 
Springfield, Mass., 1891. Price un- 


known. 
“American 

terviews with 

the value of 


Journalism.” Being in- 
American publishers on 
their publications to ad 
vertisers. By Addison Archer. Pub 
lished by C. A. Bates, New York. $5. 
“Bicycle Advertising,”’ written and 
published by G. H. E. Hawkins, care 
the Advertising Man, New York. $1. 

“The Mail-Order Business,” pub 
lished by Sam E. Whitmire, 150 Nas 
sau street, New York, at $2. 

“Store Rules and Hints on Advet 
tising.”” Published by Sam E. Whit 
mire, 150 Nassau street, New York. $1. 
“America’s Advertisers.’”” Published 
in 1893 by National Advertising Com- 
pany, 87 Nassau street, New York, at 
$s. Giving a list of general advertis- 
ers, telling ‘‘who they are, what they 
are, how they have developed and what 





they are doing at the present time,” 
and also a list of local advertisers, in 
this case only names being given. 


Now out of print, although publishers 
still have a tew copies on hand, any 
one of which will be sold for 
“History of Advertising,” 
Sampson. Published by Chatto & 
Windus, Piccadilly, London. May be 
obtained in New York at about $2. 
“The Preparation of  Advertise- 
ments.”” Published by Geo. P. Rowell 
& Co., 10 Spruce street, New York, at 
50 cents. Now out of print. Articles 
republished from Printers’ INK. 
“Fifty Advertisements for Hardware 
Merchants.”” Published by ~ iM. 
Algona, Iowa. Price 
Thousand Catch 
Published by the 


$5. 


by Henry 


unknown. 
Phrases and 
Advertising 


Joxsee, 
“One 
Ideas.”” 
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World 
cents. 

“History 
wood & Hotten. 


Columbus, Ohio. Price 50 
of Sign Boards,” by Lar 
Published by Chatto 


& Windus, Piccadilly, London. Price 

unknown. P. I.’s copy cost $1. 
“Publicity for Printers.” Written 

by Musgrove (E. St. Elmo Lewis) 


Published by Enterprise Printing Com 
pany, Winchester, Va, Price unknown 

“Danger Signals.”” Being reprinted 
articles from Printers’ INK. Now 
out of print. Were 50 cents each and 
published by Geo. P. Rowell & Co., 


New York. 

“Hudson’s History of Journalism.” 
Published by Harper & Brothers, New 
York. Price $5. 

“What a Reporter Must Be,” by 
Ralph Hitchcock, 510 Sibley street, 
Cleveland, Ohio. Price 25 cents. 

“Practical Journalism,’ L. Upscott 
170 Strand, London, W. C., England 

**Book Builders’ Hand Book ot 


Types, Scales, Bulks, Equivalents, etc.” 
By Frederick H. hitchcock. Fleming 
& Carnrick, 520 W. Broadway, New 
York. $1. 

“The Practice of Typography,” Theo 
De Vinne, Century Company, New 
York. $2. 

—— - 
HOW TO DO IT. 
New York, 
Editor of PRINTERS’ 

I am a young man of sixteen years, 
and wish to become an adwriter. Will 
you please advise me through your pa 
per what is the best way to learn? 

Yours truly, R. R. 

If published please omit address, 
just initials of name. 

Take all the money you can get 
your hands on and go to the publisher 
of your favorite paper and—blow it 
in.—[Ep. PRINTERS’ INK, 

— 

THE wise advertiser resembles 
a postage stamp; he sticks to one 
thing till he gets there. 

- +o 


Sept. 17, 1900. 
INK: 


Tue Record, of Philadelphia, 
publishes a brochure showing re 
productions of its advertisements 
in Book News. The Record has 
a large circle dependent upon it 
for news of the book world, but 


despite its 193,000 circulation, its 
charge for this class of advertis- 
ing is only fifteen cents a line, 
which rate, looked at from an 
other standpoint, approximates 


one-fourteenth of a cent per line for 
each thousand copies. Book pub 


lishers certainly could find no 
better advertising medium with 
out reference to price ; when to 


this is added so low a charge, the 
conditions for profitable publicity 
could not be more ideal. 
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THE CURIOSITY SEEKER. 





One of the annoyances to which 
advertisers are subject, and one of 
which they frequently complain, is 
the “curiosity seeker.’ By this 
term is meant a class of people who 
answer advertisements merely for 
the satisfaction of their curiosity, 
without the remotest intention of 
purchasing. Armed with a postal 
card and a pencil, the curiosity 
seeker is ready for business; he 
writes for circulars, pamphlets, 
samples—in fact, everything which 
is offered free for the purpose of 
securing future business. To him 
the back portion of the magazines 
offer an unexcelled field for secur- 
ing gratuitously a large amount 
of reading matter or of things to 
eat and wear. 

Whether the curiosity seexer 
may be discerned or discovered 
from the character of the letters 
or postals he sends is doubtful. 
In many instances he uses a postal 
card and a pencil; but as frequent- 
ly, perhaps more frequently, his 
communications on their face re- 
semble in all respects those which 
come from persons who inquire 
for a legitimate purpose. The 
fact that the letters of the latter 
class also frequently resemble 
those of the curiosity seeker makes 


distinction still more difficult, if 
not impossible. In fact, it may 
be taken for granted that the 


curiosity seeker is a necessary evil 
—one which, like the poor, we will 
always have with us. 

I am inclined to believe that the 
curiosity seeker is not as great an 
evil as he is believed to be. A 
number of publishers think him a 
most commendable feature of ad- 
vertising, since he increases the 
number of inquiries that come 
from advertisements in their pub- 
lications, and thus makes the in- 
experienced advertiser believe 
those publications to be excellent 
media; but to be serious, there 
are other ways in which he is use- 
ful. In the first place, he reads 
the advertising literature for which 
he sends, and thus probably often 
disseminates knowledge concern- 
ing advertised commodities when 
his family or friends desire an ar- 
ticle in a particular line; fre- 
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quently, too, perhaps he shows cir 


culars to friends or others when 
they have interested him very 
much; and in many instances no 


doubt, though in the beginning he 
sent for a circular or a sample 
without the slightest intention of 


purchasing, he is convinced that 
the article is something he should 
have, and he buys; so that, all 
things considered, he perhaps 
serves his purpose in the world 
of advertising —The Advisor. 
a aden 
BENNETT. 


fifty years since James 
revolutionized news 
Unquestionably he is 
the father of the modern newspaper. 
Many of his methods were disreput- 
able. He indulged in recitals of 
scandals that should have been sup- 
pressed and many of his personalities 
were offensive in the extreme. This, 
however, should be said to his infinite 
credit: Heno more spared himself than 
anybody else. If he was kicked he gave 
to his readers a recital of the event. 
Once an indignant citizen seized him 
by nose and chin, forced open his 
mouth and spit down his throat. Mr. 
Bennett rushed to his office and got 
out a special edition, in which he gave 
a most succinct account of the affair. 
Newspaper Maker. 


It is scarcely 
Gordon Bennett 
paper methods. 


——_+o+—__. 
THE STRONG BLACK AD, 

The theory of a strong black advertisement 
being more noticeable than a lighter one is not 
necessarily true. An advertiser should study 
the publication in which he intends to adver- 
tise, and if the fad for the moment is to use 
strong black advertisements he had better shift 
his course and adopt some other method. No 
man ever made a success by following the 
crowd, and it is noticeable that advertising 
runs in fads.—A dvertising Experience. 

—_————~oon——— 


ILLUSTRATED EXTRACT FROM 


TESTIMONTAL. 

















I WAS ALL RUN DOWN, 








30 PRINTERS’ INK 


RATE AND PRICE, 

In buying space in mail-order publi- 
cations, it will be found that the larger 
the circulation, the cheaper is the pro- 
portionate rate in most cases. Be ginners 
usually make the mistake of trying to 
cover too large a list of mediums with 
their capital. They pay three, five or 
ten cents a line in a lot of little papers 
and think they are doing a wise thing, 
when they would do a great deal better 
by using one well-known paper or list 
of large circulation. I don’t mean to 
assert that tnere are not numerous good 
publications to advertise in at five cents, 
ten cents or other low rates per line, 
for there are quite a number of them, 
but, as before stated, the safest  mail- 


order investment is in the use of large | 


circulations.—Secrets of the Mail Order 


Trade, a 
HE WHO SEEKS PUFFS. 


There are few sublunary mortals more 





| 


ILLINOIS. 


( “ EY’S HOME JOURNATI. excells as a me- 

dium for interesting a good class of peopl 
in the smailer towns. Our subscribers own 
pianos or organs—the sign of a refined and well 
to-do home—and are naturally mail. order buyers. 
150,000 at 60 cents flat. W. B. CONKEY COM- 
PANY, Chicago, Illinois. — 


MAINE. 


J OYAL Baking Powder pays us same as Pink 
\ ham—Pinkham same as Royal Baking Pow 
der. Other advertisers do the same. _!sn’t that 
the way to treat them—flat rate—all alike? Hav: 
lg on two or three good ads not yet with 
We want ’em on same basis, COURIE! 
GAZE TTE, Rockland, Me. (See Rowell’s.) 


CANADA. 


























| CoANADIAN ADV ERTISING is best done by Sey 


amusing than the man who woos editors | 


and requests paragré aph notices of him 
self. He is overrunning the earth of 
late and sends_ half-tone likenesses 
enough in the month to crowd all else 
from the largest publication—were his 
requests granted. Primarily he lacks 
sense of humor, and his personally 
written biographical squibs are usually 
pompous in the extreme.—Ad Sense. 


CLASS PAPERS. 


ADVERTISING. 


IRINTERS’ INK is a magazine de >voted to the 
general subject of advertising. Its standing 
and influence is recognized throughout the en- 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value to intelligent adver- 
tisers as being that of a recognized authority. 
Chicago (Ill.) "News. 

PRINTERS’ INK is devoted exclusively to adver- 
tising—and aims to teach good advertising 
methods—how to prepare good copy and the 
value of different mediums, by conducting wide 
open discussions on any topic interesting to ad- 
vertisers. Every subject t is treated from the ad- 
vertiser’s standpoint. Subscription price #5 a 
year. Advertising rates, classifie a2 25 cents i 
each time, display 50 cents a line. 4-page 
page $50, whole page $100 each time. Addre 

PRINTERS’ INK, 10 » 10 Spruce St., New York. 


_RELIGIOUS, 


BAPTIST. 


4 i GEORGIA BAPTIST, Augusta, Ga., is read 

by more than 5,000 progressive negro preach 
ers and teachers in Georgia, South C arolina, Ala 
bama and Florida, Cire’n for 1899, 6,275 we ekly. 


ARRANGED BY STATES. 


Advertisements under this head 50 cents a line 
each time. By the year $26aline. No display 
other than 2-line initial letter. Must be handed 
_in one week in adv ance, 


CONN ECTICUT. 


DVERTISERS in THE DAY, New London, are 
4 guaranteed treble the ireulation of any 
other New London paper. Money back if proven 
otherwise. 
































GEORGIA. 


WOU THERN FARMER, Athens, Ga. Leading 
. Southern agricultural publication. Thrifty 
people read it; 22,000 monthly. Covers South 
and Southwest.’ Adv vertising rates very low, 





E. DESBAR 
Montreal. 


S ADVERTISING AGE 





Displayed Advertisements. 


50 cents a line; $100 a page; 25 per cent 
extra for spec tfied pale aianted. 
Must be handed in one week in advance. 





|STOCK COMPANIES ORGANIZED. 


Book mailed FREE. Working Capital Procured. 
Corporation Law Bureau, » Dept. A, Vash’ton, D.C 


ESTABLISHED !890 


Standard Detective ‘Agency 


| 


SECRET SERVICE, 
SUITE 48-126-128-130 WASHINGTON ST., 
CHICAGO, ILL. 

Reliable service rendered in any part of the 
world. Civil and criminal cases attended to 
searches for missing people instituted, habits of 
employees and members o. family ascertained, 
lost and stolen pronerty recovered, shadowing a 
specialty, guides furnished. C onfidential, re 
liable and reasonable. A. L. STANDARD, Gen. Mer. 


The Great Campaign Hit ! 








Copyrighted 1900. Size 2 diameter. 
A WHOLE SPEECH IN ITSELF! 

The catchiest design out. Beautifully col- 
ored. Agents wanted everywhere. Special 
price to campaign clubs, streetmen and stores. 
| Every Republican delighted. Sells on sight. 
This button and our ** Imperialism ”’ button 
| mailed for 20c. silver. We also have unique 
parading canes. Samples of buttons and 
canes by express, prepaid, goc. 


Woodruff Adv. House, Ravenna, Ohio. 
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lf 
You're 
in the 
Dark 


as to how 
to prepare 
your ad- 
In this territory The Northwest ge SEP Ry I - 
: : |! ments, circulars, booklets and cata- 
Mageine tas BASS pall oe logues, write to me for information 
—1 can assist you. The light of 
Communicate with any reliable agency years of experience has made the 
for rates, or write : |} eentire subject perfectly clear to me. 
The advantage of dealing with me 
—— = —- || is that | attend to the whole busi- 
THE NOP! Hwes1 ness. 1 write, illustrate, print, bind 
ILLUSTRATED MONTHLY || and deliver a job complete. | relieve 
MAGAZINE you of all trouble. One order, one 
check, does the business. Write me 
and let me know what you want. 


© eae WM. JOHNSTON, 


MeIntire Block, Win .ineg, Manitoba. Manager Printers’ Ink Press, 
CHICAGO, 638 Fine Arts Building. 10 SPRUCE St. NEW YORK 





The Northwest Is A Great Country. 


The Northwest} 


MAGAZINE COVERS IT. 


Here is our territory: 

Iowa, Wisconsin, Minnesota, the 
Dakotas, Montana, Idaho, Washington, 
Oregon, Wyoming, British Columbia, 
Manitoba, Ontario and Oklahoma. 








scribers. | 





ST. PAUL, MINN. 
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TH E PA TR TO ‘; HARRISBURG. 


4 
4 
4 
4 
4 : , PF ; ‘ , 
4 is credited by the American Newspaper Directory (September 
} 1, 1900) with an actual average circulation for the year 
{ ending April 15, 1900, of 
4 
4 
4 
4 
7 


7,795 copies pany. 
Only morning newspaper published in the State Capital. 
H. D. LA COSTE, SPECIAL NEWSPAPER REPRESENTATIVE, 


38 PARK ROW, NEW YORK. 
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PRINTERS’ INK, American Newspaper apes tory and all other leading 
authorities accord the 


VIRGINIAN=PILOT 


NORFOLK, VIRGINIA, $ 
A greater circulation than all cther daily papers (4) published in a 
e 2 


Norfolk and Portsmouth combined. 
SWORN CIRCULATION: 
Daily, 9,501. Sunday, 10,228. 


Territory, Virginia and North Carolina. 


Se VVV SSS VSVSVSSF- SFSSsessesseseseseses 








32 PRINTERS’ INK. 





About American Newspapers! 


The editor of the American Newspaper Directory keeps on file a mass of infor- 
mation gathered from year to year concerning the circulation and character of American 
newspapers. He has always at hand, in chronological order, accessible at a moment's 
notice, a conveniently arranged mass of interesting documents, statements, pamphlets 
and circulation figures, going to show what is claimed for a paper by its owners or 
asserted of it by its enemies and friends. By the aid of these and his familiarity with the 
subject it is always possible to pass the history of the paper in rapid review and com- 
prehend and measure the claims set up concerning its value to advertisers. 

A new edition of the American Newspaper Directory with circulation ratings revised 
and corrected to date appeared September Ist. This is the third quarterly issue for the 
thirty-second year of the publication. 


PRICE FIVE DOLLARS. 
GEORGE P. ROWELL & CO., Publishers, No. to Spruce Street, New York, 


WLLL, LLU LF 


Issued monthly, a magazine for the farmer and his family (successor to THE WEST- 

















ERN PLOWMAN), the only magazine of its kind published, will make its appear- 
ance June 1 1900. [very department will be edited by a specialist, and there will 
be something of interest tor everybody to read. RURAL LIFE will carry out all 
advertising contracts for THE WESTERN PLOWMAN, and has absorbed the thirty- 
six thousand subscription list which belonged to that popular farm journal. You can- 
not cover the Western field thoroughly without using the columns of RURAL LIFE, 


SEND FOR 225 DEARBORN ST.,/ HICAGO 
ADVERTISING RATES. 25 QuiNcy ST., y CHICAGO. 
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The Buffalo Review 


IS THE ONLY NEWSPAPER IN BUFFALO 


COCCO 
e@e@0 


that has a double value to its readers, The general public 
wants it for its complete foreign and local news; the business 
public reads it for its exclusive features. The only newspaper 
publishing New York Sw telegraph news; the only newspaper 
publishing county transcripts and court calendars. 


=> 


Complete, Enterprising, 
Fearless, 


= 


Largest 2-cent circulation. Reaches the representative people 
of Western New York. Best medium for the general adver- 
tiser in Buffalo. 


THE BUFFALO REVIEW CO., 


BUFFALO, N., Y. 


~~  S> 
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EASTERN AGENCY: 
W.E SCOTT, 
150 Nassau Street, New York. 
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Ohe Gvening Sournal 


OF JERSEY CITY, N. J. 


>= 
>: 


Goes into over 13,000 families in Jersey City, and is a guest in 
over 80 per cent of the English-speaking households in the city. 


Average daily Average daily circulation 
4 circulation in for three months ending 
% 15% : March 31,1900, . . . _ 
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“Tam one of your subscribers—a well satisfied one. I live in New Jersey 
Your splendid paper is worth its weight in geld for its common sense 
points on v ee mn s. 


Every day similar letters come to 


GARDEN amd! Lr ARI 


CHICAGO, 

GARDEN AND FARM is a helpful paper. GARDEN AND FARM has more con- 
tributors who are real every-day workers on farms or gardens, with live 
stock, poultry, bees or are engaged in other rural occupations than any 
other farm p.per inthis country. This is why itis worth its weight in gold 
GUARANTEED MINIMUM CIRCULATION 60,000 PERISSUE. 

Ask your agent about GARDEN AND FARM or write us. No cheaper or 
better mail order or agricultural advertising can be found. 
THE AMERICAN FARMER CO., 1113-1114 MANHATTAN BLDG., CHICAGO. 











THE STATE 


Daily—Sunday- -Semi-Weekly 


The American Newspaper Directory accords Tur STAT# a larger 
circulation than any other South Carolina daily. 

Published at Columbia, the Capital of the State and the center of 
the great cotton manufacturing industry of the South, THe STate 
occupies a commanding position, Distributed over the eleven railway 
tines radiating from Columbia and reaching more than one hundred 
towns before noon every day in the year, it is “‘ the morning paper ”’ 
for three-fourths the entire State. 

With one matrix or one electro advertisers may cover the State, the 
whole State, With nothing but Tug Stats. Address 


THE STATE COMPANY, Publishers, 
COLUMBIA, S.C. 


Also publishers SouTHERN CHRISTIAN ADVOCATE (Weekly), organ 
of 75,000 Methodist Church members in South Carolina. 
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KANSAS IN 1g00 


.8S the most promising field in the Union for the judicious advertiser. 
The people are enjoying a period of unexampled prosperity, and 
have the money to buy what the advertiser offers them. 


Tt TOPEKA CAPITAL 


Is the direct road to the best homes in Kansas. It reaches every city and county 
in the State, and in circulation, character and confidence of the people has no rival. 


AVERACE CIRCULATION FOR is99. 
Daily Edition, 11,484 Semi- Weekly, 16,540 
Sunday Edition, 12,434. 


POSTOFFICE FIGURES—Showing Newspaper Postage Paid in Topeka 
During the Year 1899. THE CAPITAL pays 52% Per Cent of the Whole 
or $537.89 More Than All the Other 45 Papers Together. 


THECAPITAL, . . . . .. . . $5,182.91 


a kiacie sdndeso en shehioetecesnuneten se stencisoennees 
State Journal, weekly .. - 
Democrat, daily......... 
Kansas Farmer, WEEE scvccsecceseecsoveoecsese ° 
The Advocate, weekly se hipaa 
The Mail and Bree Ze, “weekly. 
Fulcrum, weekly ° 
The Kansas Tele; graph week! 
Merchants’ Journal 
State Ledger, weekly . 
Medical Journal, week]; 
Western Odd Feilow, weekly.. poeenvenes 
The Plaindealer, weekly 
Western School Journal, month]; 
. Kansas Worker, monthly Dike cvesdewsns 16 eecns eeores 
§. High School World, monthly ..............see00e0+ 

: Kansas F. A. & I. Union, _____* eetenbeeheptibe 

. Saving Health, monthly........ 

: Poultry Breeder, monthly . 
. Baptist Visitor, monthly . ooesesececceccc oes 
21. Poultry West, monthly Shaan ae 

22, Kansas Children’s Home Finder, 


23. Protector, monthly......... eeeeeee wee . oa ecaedece : ) $4,645.02 


oe 















ee 

















FPErEeene ees 
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24. Ancient Order of Pyramids, monthly .........eeeeeeeeee 
Bes SESUORE VOCRTRM, TUOMENED cccccccccccccccceses coccece 
26. Forsamlingen Budbarare, monthly...........+.s.s0+5 
27. Kansas State Notes, monthly.... oe ° 
28. Gleanings, quarterly 
29. Volksblatt. weekly........ 
30. The New Woman, monthly...... 
31. The Washburn Review, weekly .. ne 
32. Western Pigeon Review, ST ccnennantoncisdasenbun 
33. Barks and Cackles, weekly baabareniee 
34. Kansas Messenger, weekly. . 
LT LT LE I 
Se, BIE Ee OE CORINE, WEGEED cccccccccccccccosesscosesese 
87. Colored C itizen, Ph rresacesedweossonecaceses ove 
$8. Christian Blade, monthly....... ..00.ssssccseccese-coe 
89. Shorthand for Everybody, esatagpente 
40. Topeka Monitor, quarte | Ae 
41. True Democrat, ‘weekly ees eee eer 
42. Kansas State Sunday School Journal, monthly 
i  , SEE sn, cc cccce seccneseceesescdocoone 
44. Kansas Churchman, monthly. 
Bey PE RRNE TE EERO, MIG 6 occccsvvcces ccccecescesoesesiece 


THE CAPITAL, in excess of all the other 45 papers evita $537. 89 


S. C. BECKWITH SPECIAL AGENCY, 


| SOLE AGENTS FOREIGN ADVERTISING, 
469 The Rockery, Chicago. 47, 48, 49 and 59 Tribune Blidg., New York. 
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PRAISE FOR A PRESS SERVICE 


What the Newspapers say about the Scripps-McRae Service. 


Following extracts culled from recent correspondence will 
show what some of the prominent and wide-awake clients of the 
Scripps-McRae Press Association think of the service : 


THE CINCINNATI POST, 


Having largest circulation of any paper in the Middle West, says: ‘‘The 
Scripps-McRae Press Association report is superior to that of all others in con- 
densation, accuracy, prompt delivery of the news, which enables papers taking it to 
constantly scoop their competitors, and in fairness in | andling political news.” 


THE MARION, OHIO, STAR says: 

“The Scripps-McRae service is unquestionz ably the best afternoon service in 
existence; it is quick and accurate and splendidly covers both the home and foreign 
fields. 


T HE CHICAGO DAILY SUN says: 


“The news service of the Scripps-McRae Press Association has always been 
prompt, reliable and strictly up-to-date. Its dispatches have frequently scooped 
other news gathering organizations, especially during the Spanish-American and 
Sritish-Boer wars and more recently in the Chinese crisis. We are thoroughly 
satisfied with the service.”’ 


THE PEORIA, ILLINOIS, STAR says: 

** The Scripps-McRae service is admirable and has been an important factor 
in the great circulation this paper enjoys. Its dispatches on the Spanish- American 
and South African wars and the Chinese trouble hi ave been exhaustive and reliable; 
the first intimation of the safety of the Pekin’s leg ationers reached here over its 
wires hours ahead of the Associated Press report.” 


THE COLUMBUS, OHIO, CITIZEN says: 

‘We like the Scripps-McRae service because it is entirely free from dry 
detail, because its covers a cone variety of news, including minor happ enings , hav- 
ing unique features and because it is up to date and reliable at all times.” 


THE KANSAS CITY WORLD says: 

** We don’t see how an afternoon paper that expects to stay in business can 
do without the Scripps-McRae Press Association. The report is built for afternoon 
newspapers. In every department are trained newspaper men who know how to 
handle news, how to get it and how to condense it. The aim is to clean up the news 
field, sweep it bare every day, leaving just as little as possible for the morning 
papers. It is this spirit, this everlasting get there, that has made the service a 
necessity in every office that depends upon news for its success and the Scripps- 
McRae Press Association is a power in the newspaper world,” 


THE SPRINGFIELD, ILLINOIS, NEWS. 

The managing editor of the News says: ‘I have found the Scripps-McRae 
service the most satisfactory I ever edited. I have edited the United Press, the 
Associated Press and the Scripps-McRae reports and for scope, class of matter and 
brevity the Scripps service is unquestionably the best. The service is not only well 
edited, but is accurate and prompt.”’ 


THE TERRE HAUTE, INDIANA, TRIBUNE says: 


‘ The chief merit of the Scripps-McRae Association re port is that it sends 
what people want to read. It consults human interests at all times. It is prompt, 
accurate and comprehensive. Its reports of the Republican and Democratic con 
ventions were excellent. News essentials were brought out and uninteresting de- 
tails suppressed. In general effectiveness, we consider the report immensely 
superior to the Associated Press. Afternoon papers served by it take the public 
and the public takes them.”’ 





This service is exclusively for afternoon papers. Those 
desiring can secure a 500-word or a 2,000-word service or a full 
service, averaging 14,000 words per day of condensed, live news with 
out padding. Those desiring further information concerning the 
service should address the Scripps-McRae Press Association, Press 
Building, Cleveland, Ohio, or the New York headquarters, 303 Park 
Row, New York City. 

Over 300 afternoon dailies now take the Scripps-McRae Press 
Association service directly or in connection with the Publishers’ 
Press Association. 
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A PHENOMENAL CROWTH. 


No Press Association in the past or at present has had such a phenomenal growth as the 


Publishers’ Press, which started about three and one half years ago with 26 


apers, and are 


now serving 159, or more than six times as many as when they started, and this does not in 


clude the papers served by the Scrip 
in conjunction with the Publishers 
The growth of the Publishers’ Press h 
creased the quality and ¢ 
for afternoon papers and Sunda’ 
No publisher or editor should contrac 
gated for himself the quantity, quality a 
Press. 


s-McRae Press Association of the West, which works 
ess, and serves about the same number of pa 


en in 


as not been in numbers alone, but they 


uantity of their report until they are now serving the best report 
morning papers ever furnished by any association 


t with any other association until he has investi 
and price of service furnished by the Publishers’ 


Full particulars will be cheerfully furnished to any publisher or editor addressing 


U.ISHERS’ PRESS, 13-21 Park Row, New York. 


The following list of papers are now using the Publishers’ Press service : 


Albany, N. Y.. -Times-Union. 








Allentown, Pa... .. Leader. 
Chronicle. 
Item. 
Altooun, PA....cccssese Mirror, 
Gazette. 
Alexandria, Va........ Gazette. 
Asbury Park, Daily Press. 
Boston, Mass.........+- Traveler. 
News Bureau. 
Bradford, Pa..........- Record. 
Star. 
Baitimore, aa.. .... World. 
Brooklyn, N x shypbbies: Citizen. 
Times. 
Standard-Union. 
Freie Presse. 
BuMalo, B.. F .vcccec.ees Enquirer. 
Democrat. 
Brockton, Mass ...... Enterprise. 






..Herald, 
.. Times. 

Record. 
. Courier. 


Binghamton, N. Y 
Barre, Vt.. 

Bidde ‘ford, Me.. 
Camden, N. J.. 


Chester, Pa.... ews 

Clinton, Mass. .. News. 

eS ee Dispatch. 
Republican. 


Concord, N. H 
Dunkirk, N. Y 


peraeneed poops 
Observer. 

























Danville, Va...........- Bee. 
Duquesne, } SS 
Doylestown, Pa. ‘Intelligencer. 
Flizabeth, N. J. .. Journal. 
Easton, Pa....... ...Free Press. 
Erie, PB......cccceses .. Herald. 
News. 
Bimira, NW. Y......0000- — 
ews. 
pinehens. a severesnd Journal. 
Fall River, Mass ..La Journal. 
Franklin, Pa.. News. 
Geneva, N. Times. 
Greensboro, N. ee Record. 
Greensburg, Pa. -Tribune. 
Gloucester, Mass..... -Times. 
Hoboken, N. J. . Observer. 
Holyoke, Mass.......... Transcript. 
: Telegram. 
Hazleton, Pa. . Sentinel. 
Homestead, Pa Messenger. 
Halifax, N.S.. Echo. 
Ithaca, N. Y -.News. 
Jersey City, N.J. . Journal. 
Kingston. N. Y.. ..Freeman. 
Lowell, Mass...........News. 
L’Etoile. 
London, Eng.........-- Evening Standard. 


Evening Sun. 
Evening Star. 
ssvening Echo. 
Ev-aing News. 
Westminster Gaze 
~ 8 Gazette. 


Bite Graphic. 
Daily Mai 
Daily Express. 


And the follo 


New York, N.Y... ..Daily News. 
Telegraph. 

Brooklyn, N. Y......... Citizen. 
Standard-Union. 
Freie Press. 


Advertiser. 


Trenton, N. J 
Philadelphia, Pa.. 
Wilkesbarre, Pa.. 
Scranton, Pa 





Free Press, 
Bradford, Pa....... ----Herald 


P sours and Patriot. 


Lewiston, Me. 
Lawrence, Ma: 


_ sont. 


h nals and Tribune 






























Lebanon, Pa.......... Report 
Lockport, N. Y......... Union Sun. 
Journal, 

| Mauch Chuncek........ News. 

| Times. 
Montpelier, Vt........ Journal. 

; Niagara Falls, N. Y....Gazette. 
McKeesport, Pa....... Daily News. 
Naugatuck, Conn .... News. 
Newburg, N. Y. "News. 

| Newport News, “Va... Times. 

; New Castle, mae — Guardian. 

ew 

North Adams, Mass ... Herald. 

| Nashua, N. H.. .. Telegram. 
Northampton. Mass...Gazette. 

Herald, 
Norwalk, Conn....... Hour. 
OT BOGE, Be Wc. vce qoureel. 

Dail 

Wal eeet Journal 
vilean, N.Y. era 
Pensacola, Fla. .. News. 
Pittsfield, Mass.. .. Journal. 
Pittston, ..Gazette. 
Portemouth, i eo Republican. 
Philadelphia, ve Sapa Item. 

Call. 

News Bureau. 
Pittsburg, Pa... ..... evens. 

vew 

Chronic le Telegraph 
CS eee News. 
Pottsville, Pa. ‘ Miners’ Journal. 
Poughkeepsie. ar. 

| Rochester, N. Y....... U nion and Advertiser. 

mes. 

| Reading, Pa ........... Herald 

Times. 
| Republican, 
Telegram. 
Richmond, Va. . News. 
Springfield, Ma- News. 
Syracuse, N. + Journal. 

| Saratoga, N. ¥.. . Saratogian. 
Stamford, Conn .. -Advocate. 
Scranton, Pa........... Times, 

Truth. 

South Bethlehem, Pa..Star. 
Salem, Mass............} ws. 
Taunton, Mass........ Gazette. 

Herald 
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Many, many people write to us that 
ours is the most helpful weekly agricult- 
ural journal published. 

‘*Helpful” is very much the same 
thing as “practical.”” We mean that no 
paper shall be more practical than 





We are in the field for business. Duty 
No. 1 to our readers. Duty No. 2is to our 
advertising patrons. Neiiher duty shall 
be neglected. This policy is nearly half a 
century old. 


““We are pleased to say that the results from 
our advertising in the PRACTICAL FARMER during 
the season of ’99 have been very satisfactory, and 
in figuring cost of each inquiry, your paper stands 
at the top of our list.” 

THE SPANGLER MFG. Co., York, Pa 








Sworn statement of circulation for one year 
shows an average of 


38,129 ©’ rer weex 




















Only one rate. If interested, write. 
THE FARMER COMPANY, Philadelphia. 


The farmers’ purchasing power in 
tgo1 will be larger than ever before. 
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PRINTERS’ INK. 


McKinley Answered | 


GUTHRIE, Oklahoma, Aug. 17, 1900. 
Edttor Of Printers’ INK : 

Being a stanch advocate of the use of print- 
ers' ink, both to advertise a good article and 
alsc to act as a mentor for those who do not 
realize the importance of * Publicity,” I take 
the liberty of criticising a controversy that 
has long been indulgedin by an advertiserin 
your columns. 

‘Printers Ink Jonson,’ of 13 Spruce street, 
New York, is a heavy advertiser through 
your columns, using a page every week. 
Now, why does the writer of these ads fill 
this valuable space trying to convince the 
public that some one else had lied? Is it not 
sufficient to prove that “Printers Ink Jon- 
son” tells the truth—that he makes good 
ink at a reasonable protit ? 

In several issues I find that Mr. Jonson 
kind'y advertises the author of “Ink 
Thinks.” Does he not know that such ad- 
verse comment of a rival house will certain- 
ly cause the public to think that “Ink 
Thinks” did tell the truth; else why did Mr, 
Jonson pay $100 to deny it ? 

August Ist he advertises an ink house (not 
his own) that will make a speciai formula 
foreach printer. And again on August 8th I 
find “A Western Ink House” enjoying the 
benefit of $100 worth of Mr. Jonson’s pub- 
licity (?). 

I would ask if this is not bad policy to ad- 
mit that other ink houses are worthy of con- 
sideration. Isit not better for an advertiser 
to ignore competition, and show by his de- 
scription and prices that his house is the 
only one in the field? Verytruly, 

FORREST McKINLEY. 
—, Sept. 11, 1900. 
Editor of PRINTERS’ INK : 

The old saying, “All signs fail in dry 
weather,” could not be_ better illustrated 
than by the article from Mr. Forrest McKin- 
ley, taking to task the style of Printers Ink 
Jonson’s advertising. In the issue of August 
29th Mr. McKinley complains about Mr. Jon- 
son advertising the other ink man. Well, if 
the other ink man can secure any consola- 
tion from Mr. Jonson’s weekly page in PRint- 
ERs’ INK, he is very easy indeed. It is very 
hard to conceive how this page devoted to 
Mr. Jonson’s ink business Could be improved. 
The style is plain English, driven home and 
clinched by truthful statements. There isno 
boasting, except the publishing of business 
facts can be so construed as boasting. There 
is no doubt in the constant reader’s mind but 
what Mr. Jonson does furnish just the kind 
and quality of inks he says he will. This 
paper has been pounding away for manv 
vears in Mr. Jonson’s own pecullar style, and 
one who 1s at all familiar with the writ- 


ing of an ad on thesame subject, entirely dif 
ferent every week for six years, can appre 
ciate Mr. Jonson’s page. I, for one, have 
never failed to read hisad. Someare better 
than others, but all are good. In fact, I be 
lieve Mr. Jonson puts up the best argument 
of any advertiser in PRINTERS’ INK. The first 
page, used by the Philadelphia Record, has 
the advantage of both display and illustra 
tion, and_so does Mr. Kissam, but neither 
has any the best so far as convincing talk 
goes. 

About two years since I found myself read 
ing fourfull page adsin advance of any other 
article, just as soon as the paper was deliv 
ered, in the order named: Philadelphia Rec 
ord, W.R. Hearst, Printers Ink Jonson and 
the printers and lithographers who used 
“two heads are better than one” for atrade 
mark. The first two mentioned were rea 
more on account of position, and thetwo ful 
lowing because I was always anxious to 
know what kind of an argument would be 
presented this week. The paramount issue 
with Mr. Jonson’s advertising has always 
been to convince the printer that his black, 
brown blues, green and yellow inks at one 
dollar a pound were the equalof any made, 
and that he would match any ink in the 
world fortwo dellars a pound. Mr. Jonson 
has done something no other ink man ever 
did, namely: received the cash for his ink 
prior to shipment. To accomplish this by 
advertising almost exclusively in PRINTERS’ 
INK proves three things: That his ink is good 
ink; that his advertising is Hkewise good, 
and that PRInTERs’ INK is read by the print 
ers. As a writer Mr. Jonson stands in the 
very foremost rank on modern business 
bringing ads. Whether Mr. Jonson’s style is 
in line with some fad that a competitor must 
neverbe mentioned cutsnoice. Any ad that 
brings business and keeps bringing business 
isagood ad and the one that fails is worth 
less, no matter whether it follows the edicts 
of some would-be professional or not. 

If Mr. McKinley is an adwriter I would ad 
vise him to watch Mr. Jonson’s page, provided 
he has something toadvertise that has merit, 
and ifthe other fellow gets it in the neck, 
like the ink manufacturers have, the field 
will be his. 

While Mr. Jonson’s story is an easy one, 
comparatively, the fact remains that brains 
have been well mixed in his ink talks and the 
writer who undertakes to better Mr. Jonson's 
ads will be like the infidel atudent who under 
took to write a new Bible. After writing a 
few chapters he gave up In despair, saying 
“the job was impossible; noonecan improve 
upon it,” MONROE TAYLOR 





Send for my price list and judge for your- 
self whether I am right or wrong in my 


prices and methods. 


Address, 


PRINTERS INK JONSON, 


13 Spruce Street, 


NEW YORK. 








PRINTERS’ 


INK. 





BUSINESS M 


By Chas. 
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and think 


g ods for 


Did you ever sit down 
when you sold the dress 
whether your clerks also 
other which 
needed in up 


a dress, 
sold the 
would be 
the garments 

I noticed a lady not long since 
who bought her goods in 
one store and then went across the 
street to buy the linings and trim 
mings. one here, in 
surprise, why sh: did not buy all 
the items at the store in which she 
bought her dress and she 
replied : “ Why, I never thought 
of it.” She had evidertly been in 
the habit of buying her linings and 
trimmings at this particular store 
and it never once occurred to her 
that she might get the same things 
with the dress goods without the 
trouble and waste of time of going 
elsewhere. 

Now, if the clerk who waited on 
her for the dress goods suggested 
in a pleasant way that, possibly, 
she might want something else to 
go with the dress goods,and men 
tioned over the necessary articles 
which the store carriel to com 
plete the costume, he might have 
made an extra sale, which, under 
the circumstances, this house lost 

In the very largest stores in the 
great cities it is sometimes almost 
impossible for the clerkstoalways 
mention to buyers 
that the other necessary requisites 
for the dress were to be had in 
the same house, but, in most me 
dium-sized places and, in fact, in 
the majority of dry goods stores 
n the country, this plan of selling 


articles 


making 
dress 
asks 


Some 


roods 
goods, 


goods 


dress 


eoods by special mention will 
work to great advantage 

It is always well for the dress 
goods clerks to have some very 


definite idea in their minds as to 
just what articles are necessary to 
be used in making up the 
tumes. The purchasers of 


COs 


dress 


ANAGEMENT. 


How to get the full value of advertising by rightly conducting the business, and how to 
make business more profitable by a judicious system of advertising 


Subscribers are invited to ask questions, submit plans for criticism, or to give their views 
upon any subject discussed in this department. 











F. Fones. 


Address Chas. F, Jones, care PRINTERS’ INK. 
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goods very often do not know 
themselves just what they will 
need, and will probably depend 
upon their dressmakers to pur 
chase the findings, etc., for them 


If the dress goods clerk, or some 
one else in the store, is well post 
ed on this subject, and will use 
his knowledge for the benefit of 
he customer, it will often lead to 
it profitable sale, which is now be 





ing lost 


* * *x 
We have all noticed many adver 
tisements of retail stores in which 


the whole effect of the announcs 
ment was spoiled by the signature 
which the firm used 

The signature, to be a good one, 
ought to be very easily read, and 
ought to contain not only the name 





of the firm, but its street address 
as well. Some of the announce 
ments which I have seen contain 
very pretty signatures, but most 
f them are lacking in one or the 
other of the essential points 
Either they are difficult for the 
stranger to read the nam r they 


were too large, or too small, SO as 
to detract from the 


tseli, or they 


advertisement 
did not contain the 
address of the firm, and thus left 
anger who might read the 
advertisement in doubt as to where 


any stt 





to go or send for the good 
he most common f: that 
of hay the signature out of pri 





advertisement 


gnature so large 


portion te the 
Many firms use 


a Sl 
that it takes up the greater portion 
of the space, and thus they have 
very little room left to use any 
convincing arguments or convine 
ng price Others have igna 
tures so small that in a large ad 
vertisement a search has to be 
made to find out whose advertise 
ment it is. Either of these is a 
very bed mistake. A special sig 
nature designed and made into a 


cut in a different face of type ot 
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style of cut from the body matter 
of the advertisement is the best to 
use, simply because it is striking 
in itself without having to be un- 
duly large, and a signature of this 
kind, of moderate size, will answer 
for a very large advertisement. 
Some firms place their signature 
at the top and others at the bot- 
tom. When the signature goes at 
the bottom of the advertisement 
it must necessarily be larger than 
when it goes at the top. A signa- 
ture at the top ought not to be 
very large. It ought not to occu- 
py near as much space as is used 


for the headlines, because in this 
case the name of the firm would 
appear much more prominently 


than the goods which were adver- 
tised, and this is a mistake; for it 
is the goods upon which you wish 
your customers to base their pat 
ronage, and not farticularly upon 
the name of your store. 

Any kind of a special signature 
in which the letters are designed 
to be odd, or different from ordi- 
nary type, should be very neat and 
plain. A fancy letter which is not 
easily read is of no account. Or- 
dinary type is even better than a 
poor special signature. 

There are enough different 
styles of plain, neat letters in which 

signature can be made to afford 
any firm a different signature 
from those of its competitors, 
without having to indulge in need- 
less flourishes, which detract from 
the legibility of the signe iture, 
while they do not add anything to 
its beauty. 

& * * 


‘ 


The system of giving cash re- 
wards to clerks who sell certain 
lines of goods is one that is 
very generally practiced in the 


retail stores of the United States. 
\ certain line of goods which 
may not be selling just as rapidly 
as it ought is marked with a pre- 
mium. That is, the clerk who 
makes a sale off of this piece of 
goods is allowed cash prize of 


so much a yard, or so much a 
piece in making the sale. This 
is a spur to the clerk to extra 
endeavor to try to dispose of the 
goods. 

There have been a great many 
criticisms of late years for and 
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against such a system; some per 
sons urging that it is the only way 
possible in which old or slow 
selling goods could be worked off, 
while others urge that it is not 
an honest practice either to the 
salespeople or to the customers, 
in that it causes the salespeople 
to neglect other lines and devote 
themselves entirely to shoving 
these undesirable goods; and that 
it also frequently leads to selling 
the customers something that 
they do not want. 

This system is possibly one of 
the best which has yet been de- 
vised to accomplish the end for 
which it is intended, but still it 
is not as equitable a one, either 
for the house, the salesman or the 
customer, as the one which might 
be put in practice afver the follow 
ing = 

There is a certain large depart 
ment “ane which every Monday 
morning has the head of each 
stock go through the department 
and pick out the goods which 
need pushing. These goods, or 
samples of them, are laid out on 
the counters and the manager or 
some one else in authority passes 
around and inspects the goods 
and allots to each salesperson a 
certain portion of these goods 
upon which they are to make 
special endeavors during the 
week to effect a sale. Each sales 
person is then required to make 
a memorandum of just what 
goods have been allotted to them 
as specials. 

During the week each sale that 
is made on these lines must have 


the sale ticket marked with the 
word “special,” and at the end 
of the week each salesperson is 


required to furnish a summary of 
about how many specials of each 
class he has sold. The office 
keeps a record,in a book designed 
for the purpose, of all the specials 
which each. salesperson has re 
ceived instructions to sell and on 
which they have succeeded in 
effecting a sale. Upon this rec 
ord, which very accurately shows 
what endeavors or rather what 
success the clerks have made in 
disposing of specials, the stand 
ing of the clerk in the store is 
determined. The clerk who de 
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sires promotion or an _ increase 
of salary must show a good rec 
ord in selling specials 


This method not only spurs 
the clerk to sell the goods, as 
rapidly as possible, but at the 
same time it does not put any 
unnecessary expense upon the firm 
and allows them to give the 
customer the benefit of any re- 
ductions which they may make, 


rather than allowing a premium 
to the salespeople, .s is common 
in the P. M. system. I do not 
claim for this special system that 
it is perfect in every particular,or 
that in all cases it will take the 
place of the P. M.’s, but in many 
instances it can be used to much 
greater advantage, and it certain- 
ly is free from all the disadvan- 


tages which are attached to the 
plan of mak'ng the clerks in- 
terested in a money way in the 


sales which they may make. 
The greatest objection which I 


can see to the P. M. system is 
that it must be kept absolutely 
secret from the customer. No 


lady is apt to be very well pleas- 
ed if she finds out at the time, or 
afterwards, that she had purchas- 
ed goods on which the store had 
offered a premium to the clerk 
for selling She is liable to think 
that the firm are trying to 
her something which is not 
sirable. 

Again, it not infrequently hap- 
pens in a house that refunds 
money or has a credit system that 
goods are sold and the P. M. is 
paid to the clerk. but the goods 
are afterwards returned to stock. 
This gives the clerk the benefit of 
the sale, without the firm deriv- 


sell 
de- 


ing any advantage from it. In 
this special system it cuts no 
figure whether the goods are 
afterwards returned and credited 


or not, as all that is desired is to 
see that the salespeople have done 
their duty in selling the goods. 

* * * 

The system of having each‘ 
department in a store separate 
and distinct from every other de 
partment is one of the best which 
has ever been revised for con- 
ducting a general retail business. 
Still, there are some inconven- 
lences which must be carefully 
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watched, for fear that 
lead to dissatisfaction among the 
customers if proper attention is 
not paid to the subject. 

One feature that I would par 
ticularly like to dwell upon is the 
fact that there are some sales- 
people who are so eager to make 
sales for which they will get in- 
dividual credit that they often 
forget the interests of the house, 
and do things which, while it 
may result in their making a sale 
for which they” get personal 
credit, still it is to the disadvan- 
tage of the house in the long run, 
in that it does not give the 
customer as good satisfaction as 
if the clerk had neglected their 
individual interests for the time 
being. 

For instance, 
goods of a similar nature, but 
different in some rarticular, are 
kept in different stocks, and are, 


they will 


in some stores, 


consequently, under the control 
of different salemen. 
A short time ago, while pass- 


ing through a large tore, I notic 
ed a saleslady who was waiting on 
a customer for underwear. The 
lady asked for a particular kind 
of underwear, but stated that, 
while she desired very much to 
get it, if it could not be had she 
would take something else. It 
happened that the first choice of 
the lady was in the store, but in 
a different stock from the one at 
which she made the inquiry, while 
the second choice was in that 
stock. The saleslady who waited 
on her, instead of informing her 
that her first choice was easily 
obtainable by stepping across the 
aisle, told her that the firm did 
not keep the first goods wanted, 
but that she could show her the 
second choice. 

The saleslady thus 
credit of the sale, 
not work to the interests of her 
employers by endeavoring to 
please the customer. 

This practice cannot 
much condemned, as it leads 
a great many annoyances to 
trons, and, in the event that the 
customer afterwards finds out 
that the goods were kept in stock, 
but that the salespeople did not 
give her the proner information, 


secured the 
but she did 


too 
to 
pa- 


be 








42 
it will often cause the customer 
to feel badly towards the firm, 


under the supposition that it might 
have been possible that they were 
trying to work off on her some 
undesirable goods on which they 
would make a larger profit than 
on the goods that she really 
wanted. 
* * 

One of the things which make 
a well-dressed show window 
double attractive is a well-written 
and well-made price or display 
card. A very fine window may 
be easily spoiled by a poor show 
card such as are even seen in 
some of our largest houses. 

The show card must be in keep- 
ing with the window in every re- 
spect, not only in its make-up, 
wording, etc., but also in its size, 
color of cardboard used and in 
other ways. 

There are various ways of 
making window display cards,the 
best of which is probably to have 
them painted by some first-class 
sign writer. This kind of card, 
however, is not alwavs obtain- 
able. Some of the smaller stores 
are not in a position to pay a man 
a regular salary to write show 
cards, and to have them made out 
piece by piece makes them quite 
expensive. 

The neatest show card that can 
be gotten for general use where 
some one in the store is expected 
to do the show card making, is 
usually a card printed with rub- 
ber type. There are a number of 
series of rubber types which are 
sold at’ a very reasonable price 
and which are capable of making 
beautiful show cards if properly 
handled. Any one who can ex- 
ercise a little judgment and spell 
correctly can soon learn how to 
make very neat cards for their 
use. Each set of rubber type 
usually has a ruler which makes it 
very convenient to space and get 
the letters even and regular. As 
to the wording of a show card, 
it ought usually to be brief and 
catchy. If possible try to say 
something novel and new and out 
of the ordinary. 


Prices in a show window in 
most stores are very desirable. 
Most any one will admire a 


PRINTERS’ INK. 


handsomely dressed window, but 
their admiration of the goods will 
be greatly enhanced if they arc 
marked at a_ reasonable price 
which will not only appeal to the 
eye, but also to the pocketbook. 
It is well to use rlenty of prices, 
having a ticket on all the dif 
ferent goods which may be dis- 
played in the window ; but do 
not have your tickets either so 
large or so many that they are 
likely to interfere with the dis 
play or cover up all of the goods 
There should usually be one large 
card in the show window if the 
window be large enough to admit 
of it, and this card should be 
worded in such a wav as to direct 
the eye and the mind of the 
passer-by. If this card is prop 
erly worded, something might be 
said on it that would also linger 
in the minds in some way so as 
to keep them in constant remem 
brance of either the goods or the 
house where they saw the card 
This not only has the momen 
tary effect to impress them favor 
ably with the one particular dis 
play, but keeps the business in 


their minds for some time to 
come. Those litle odd things 
which may be said upon show 


cards will increase the value of a 
window a great many fold. 

In writing show cards do not 
crowd the matter on the card. If 
you use only a small card, say 
just as little as possible. A card 
crowded with matter is not like 
ly to attract nearly so much at- 
tention as more card and less 
wording would do. While, as | 
have said before, I do not believe 
in using too much surplus card, 
yet a fair-sized card with a mar 
gin of space around the edge and 
a few words in the center is 
more likely to command atten 
tion than if the card was written 
all over. 

* + 

I have been asked by a reader 
how to select a name for a store 
or a brand of goods. 

My first suggestion would be 
that the very best name for a 
store would be the name of the 
firm which owns it, provided 
such a name is an ordinary, read 
able one and one easy to be re- 
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If the name is a very 
difficult one to either remember 
or pronounce it may be well to 
select some short and easy word 
which can be applied to the store 
and be used as a name to adver- 
tise under. 

Very long or difficult names 
should never be used where they 
can be avoided. Naming a store 
under a nom de plume, as it were, 
is sometimes an advantage for 
other reasons than advertising. 
In the event that the store 
changes hands, if the store is 
known by some particular name 


membered. 


other than the firm name the 
good-will of the business ought 
to be worth more both to the 


seller and the purchaser, because 


in such a case there is no par- 
ticular necessity for the public 
knowing that the firm has 


changed hands. 

It is often a detriment to a 
business to have it known that 
it is now in charge of some one 
else, particularly if the business 
has been a_ success. course 
a business which has been prac- 
tically a failure or on the decline 
can often be roused or bettered 
by infusing new life into the 
name and management, but 
where a business has been suc- 
cessful and is sold for some rea- 
son or another it usually brings 
a much better price where it is 
possible to arrange affairs so 
that the public is not aware of 
the change until it has become 
used to the new people and their 
methods. 

A brand of goods is very much 
like a store. It can sometimes be 
named after the firm to great ad- 
vantage, but even oftener than 
the store it can be named with 
some particular word which may 
be best suited to it. The word 
selected should be like the name 
of the store, easy to remember, 
easy to pronounce, and, if possi- 
ble, have some connection or 
bearing with either the kind‘ or 
the use of the goods. 

* + 


It has become a recognized fact 
in business to-day that honesty 
pays a larger dividend than any- 
thing else, and it is for this rea- 
son that a great many persons 
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who are really not honest are as- 
suming that virtue for the benefit 
which it may give them in the 
eyes of the public. 

Honesty is a principle which 
does not lie in simply a claim or 
a boast of its possession. Claim- 
ing to be honest may just as well 
be left unsaid, as people hardly 
ever believe any one who makes 
too much profession of their hon- 
est intentions. It is really being 
honest that holds business. Dis- 
honesty may in many cases draw 
more business at the outset, but 
in the long run honesty retains 
what it has gained by slow pro- 
and amounts to more than 
dishonesty. 

In advertising it is well not to 
say too much about how honest 
you are, even though you may re- 
ally be perfectly so. As I have 
just said, people have very little 
confidence in those who are con- 
tinually boasting of their own 
perfections. The whole force of 
an honest advert:sement lies sim- 
ply in being honest, in saying 
things that are true, and not in 
claiming or bragging about how 
honest your statements are. It 
is much better to be honest and 
let people find it out for them- 


cess, 


selves than to talk too much 
about it. If you are thoroughly 
honest and thoroughly in sym- 
pathy with honesty, go _ right 


ahead in your advertising on the 
assumption that everybody knows 
you are honest, and do not need 
to be told about it. Simply say 
those things which are true, and 
people will very soon find out 
that you are telling the truth, 
and they will be much more like- 
ly to believe all your statements 
than they will the statements of 
those 


persons who are continu- 
ally filling their advertisements 
with headlines which appear to 
say: “This is the truth and the 


great and only truth.” 

The way to impress people with 
your honesty is to try to avoid 
all exaggerations and every kind 
of statement which would be at 
all misconstrued. Tell people 
the straight of things, even if it 
is to your detriment, and they 
will very soon believe all that you 
tell them. 
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Why Wait? 


@ION’T you know that time 
has a way of flying? 
Before you know it Oc- 
tober 15th will be here, 
and on that day all time and space 
discounts in COMFORT will be 
abolished. That means it costs 
just one-fifth less now than then to 
place a yearly contract. Any agent 
will explain. We also have branch 
offices at 707 Temple Court, New 
York; or 1635 Marquette Building, 
Chicago. Why not write to-day to 
your agent or to us? 








W. H. GANNETT, 


Publisher, Incorporated, 
Augusta, - - - Maine. 
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Needs A Stimulant 





We mean your business. Nothing 


stimulates business more than well 


placed advertisements. 


We Can Place Them 





Where thousands will scan them 
daily. Let us furnish your busi- 
ness with the necessary stimulant 


while you watch it revive. 


A Street Car 





Advertisement 





is what you need. That is our 
business. Write us at once for 
prices and particulars. 


GEORGE KISSAM & CO.,, 


253 Broadway, New York. 





Written by 4.G. POWELL, Starke, Fa 
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Thirteen Insertions Gratis 





An advertisement contracted for to 
appear in Printers Inx for the year 
igor will be inserted 


PP Ee. 


in all the remaining issues of 1900. 


Address 
PRINTERS’ INK, 
10 Spruce Street, : - - New York, 
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‘Don't You Think 











that if you were riding day 
after day on the Brooklyn 
‘“L" cars that the particular 
names-and kinds of goods ad- 
vertised would make an im- 
pression on your mind? It 
would and it does, and when- 
ever the same people come to 
buy some needed article they 
will buy the one they see ad- 
vertised in the cars in prefer- 
ence to any other. 

You can buy space in the 
Brooklyn ‘‘L’ from Kissam, 
the leading car card man. 
Ask him for information. 





GEORGE KISSAM 6 CO., 


253 BROADWAY, NEW YORK. 





Written by John J. Griffin, Albany, N. Y. 

















